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Quality Plus Advertising 
Sells this Fence for You 


First, of course, is quality—value that has been recognized for 
many years as the best possible investment for fence dollars. 
Farmers prefer American Steel and Wire Company Zinc-Insulated 
Fences and steel posts because of their longer life and greater 
economy. 

Second, is the national advertising back of the fence—dealing 
directly with the farmers problems, it points straight to your 
store and makes it fence headquarters in your community. 

So—if you are not handling Zinc Insulated Fencing or our Steel 


Fence Posts—write today for full details. A real profit opportunity 
awaits you. 
ANS: er Ney 
¢ <7 \ “4 we . 
Oy AD s 





| 
| 
| 






























Zinc Insulated Fences 
Steel Fence Posts 
American Steel Gates 
















Protector Poultry Fence 


















Union Lock Poultry Fence - S 
Banner Poultry Fences Amer ican ny 
Poultry Netting wire compa = 
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208 S. La Salle Street, Chicago 30 Church Street, New York 
Other Sales Offices: Atlanta Baltimore Birmingham Boston Buffalo Cincinnati Cleveland Dallas 


Denver Detroit Kansas City Memphis Milwaukee Us Minneapolis-St. Paul Oklahoma City Philadelphia 














Pittsburgh Salt Lake City St. Louis Wilkes-Barre Worcester 
Pacific Coast Distributors; Columbia Steel Company, Export Distributors: United States Steel Products Co., 
San Francisco Los Angeles Portland Seattle Honolulu 30 Church St., New York City ; 
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YOU'LL LEAD IN MOWER SALES 




















SS Se, 
THE MIDWEST 


A low priced—Eclipse Built Mower. A 
leader where Mower price competition is at 
its worst. Easy running—Rugged construc- 
tion. Fine Appearance—Looks and Per- 
forms like a high priced Mower. 





THE MODEL “H” 


The goose-neck bar adjustment—Practical, 
self sharpening device —both exclusively 
Eclipse are features that sell this outstand- 
ing Eclipse Model. The adjustment and 
care of a lawn mower becomes a simple 
task—without tools with the Model ‘“‘H.” 





ECLIPSE MACHINE COMPANY Dept. H. A. Prophetstown, Ill. 


1927 1928 1929 1930 I935I 


Eclipse Lawn Mower 
sales for 1930 surpass 
any previous season. 


IQSI 


There’s nothing sensational about the growth of 
Eclipse business. It is a natural result of consistent 
quality, of fair dealing, of placing in the hands of our 
growing dealer’organization each year, a complete and 
modern line of Mowers—a line with a price range that 
satisfies every pocketbook — and performance that 
makes enthusiastic users. 





We welcome those many progressive merchants who 
are joining the Eclipse organization—we appreciate the 
continued confidence of those dealers who for years 
have featured and sold Eclipse Mowers. To both we 
pledge the utmost in support—continued vigilance in 
manufacturing—and service that means a larger Mower 
volume with increased profits. 


Write for Eclipse 1931 prices before ordering your 
Mowers for next year. 


The latest achievement of Eclipse its a Power 
Mower—marketed exclusively through our 
dealer organization. 
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Universal Circulators Guarantee 


A _Definite Profit 





Per Heater Sold 





Universal circulators are priced to produce volume 
sales —not only assuring ready salability and quick 
turnover but a substantial profit per unit sold. 


A fact of vital importance to the dealer, is that there 
are no service or repair expenses that cut the profit 
margin to a negligible amount. A Universal circu- 
lator once sold, stays sold and the profit derived 
from its sale is definite and certain. 


Universal circulators offer the dealer a profitable, bus- 
iness building, line that easily outsells competition. 





First —Exceptionally low prices. Considering price in con- 





Manufacturers of Heating Appliances for over half a century 


Chicago, Illinois 


700 North Sacramento Boulevard se a 


Mail coupon be- 
low for complete 
information re- 
garding Universal 
coal- wood circu- 
lators. 





nection with quality, Universal offers greater value ‘per 
dollar of cost. 

Second —Universal circulators are built to last, with heavy 
cast iron inner heating units of furnace type construction. 


Third —Unusually high heating efficiency. Universal circu- 
lators embody features that assure easy fire control, low 
fuel consumption and ability to keep fire over a long 
period without attention or refueling. 

Fourth —Universal circulators with their beautiful two-tone, 
walnut, porcelain finish and handsome cabinets harmonize 
perfectly with the furnishings of any home. 


Fifth —Universal offers a complete line, ranging from a 14 to 
21 inch fire pot with heating capacities from one to eight 
rooms —making every heater prospect a Universal prospect. 


Sixth —Complete customer satisfaction is assured; a guaran- 
tee bond accompanies each Universal circulator. 

Seventh —Universal circulators in the smaller sizes can be 
equipped with a special elbow construction, making 
possible easy connection to open grates and fire places 
—an especially attractive feature. 


Eighth —A complete, comprehensive, merchandising cam- 
paign that produces results —’’ Volume Sales at a Profit.’ 


UNIVERSAL 
COAL- WOOD ~GAS 
cirncutl ATING 
Cabinet Heaters 





CRIBBEN & SEXTON COMPANY [sitters sesionce. oy 


Send us complete information and prices on 
Universal Coal-Wood Circulators and Ranges. | 


BRANCHES: Denver » Portland » San Francisco { eae 
NS 8) 5208 re PMs cen ae gy RE, ate 

Bayonne, N. J. Buffalo, N. Y. Kansas City, Mo. Address 
Geo. E. Keenen Supply Co Martin Fisher & Sons cn OMEMMMR) gn ag lc teat ta at sai 


Dallas, Texas 


Boston, Mass. 
Huey & Philp Hdw. Co. 


Universal Appliance Co. 


Pittsburgh, Penna. os. 
Adams Sales Corporation , City 
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READYLITE LAMPS nd LANTERNS 


ta. 

‘MERICAN 1 Ready-Lites are better to 

use, consequently better to sell, and 
here are the simple reasons: 


In the first place, they are correct in their 
working principle. No other type of liquid 
fuel lighting device stands comparison with 
the twin-mantle, gas pressure appliance for 
brilliancy and correct diffusion of light. 


American Ready-Lites are ‘“‘fool-proof” in 
operation. They light instantly at the turn 
of a valve and the touch of a match. They 
require no generating; there is no wrong way 
to light them. They are ab- 


and burn their own gas from gasoline, a low 
cost fuel, obtainable everywhere. 

American Ready-Lites have no wicks to be 
trimmed, adjusted, and replaced. No glass 
chimneys to break or require cleaning. Think 
of the sales advantages of all these features! 


Now American Ready-Lite Lamps have AT- 
TRACTIVE, MODERN PARCHMENT 
SHADES. Thus they become a means of 
interior decoration and as such will sell readily 
to the rural and suburban home-maker. 


Write your firm mame and address across 
the corner of this page; clip 





solutely safe, too, when acci- 
dentally upset; fuel cannot 
spill. Ready-Lites are not af- 


AMERICAN 
eo Appliances Geo 


every 


and send it to us. We'll send 
detailed information, prices, 
and the name of your nearest 





fected by wind. They make 


distributor. 


AMERICAN GAS MACHINE COMPANY, Inc. 


ALBERT LEA, MINNESOTA 





OAKLAND, CAL. 
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HAND 1o MOUTH 
BUYING= 


Small Orders= 


HIGH | 





Bob Bosley says: 


..-And the overhead on 


small lots eats up the profits.” 


One extreme as bad as another... 


The high-powered salesman overloads. 
Too small buying produces profitless 
turnover. 


**The retailer buys of his jobber in units averaging $4 
to $5 per item ...A 5c and 10c store. . . requisitions 
in average units of approximately $25 per item.” 


C. J. WHIPPLE, 
President Hibbard-Spencer-Bartlett & Co. 
in Hardware Age. 


“ ~ ~ 
And why not ?—when you buy an old established line 
backed by the experience of sales—time tested. 


Stock Bosley’s Weather Strip at all times to meet the 
standard demands. No customer is turned away. No 


ROSLEY’ 


Weather Strip 


TRADE MARK REGISTERED 


ALL PACKAGED 


Chicago, III. 


sales lost. 





**Ameco”’ 
Packed in Cartons 
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NOW: Meet Every Form of Competition 
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Reduced from $129.50 


FREE $6.50 “urscarrouane 





In spite of record low price—and as an added 
incentive to your trade—we offer, for a limited 
time, this $6.50 automatic iron, with every 
Super 2-Speed B8 BEE-VAC Washing Machine 
purchased. 








NATIONAL ADVERTISING 
BACKS YOU UP 


Large size space in the Saturday Evening Post 
will introduce National BEE-VAC “Week” to 
housewives of America—tell about the amaz- 
ing “self-demonstration plan”—and strongly 
feature the entire line. 


PLENTY OF SALES HELP 


Window and store displays, booklets, direct 
mail material and numerous other sales helps 
will be supplied to you in generous quantities. 


WRITE TODAY 


It is our honest belief, that BEE-VAC Dealers 
will be far ahead of all competitors—both from 
the standpoint of sales and profits. Don’t delay 
—write us or your jobber at once for complete 


details and prices. 






















with the 


BEE-VAC 


2-SPEED ELECTRIC WASHER 


4 


RECORD LOW PRICES 


YW 


NATIONAL BEE-VAC “WEEK” 
(OCT. 1st TO 11th) 


AMAZING NEW SALES PLAN 


WY 


FREE GOODS OFFER 























MILLIONS OF GIFT COUPONS 


The headlines above tell the story briefly—but 
to really understand what a remarkable money- 
making opportunity this is—you must secure 
complete details. Write today—and we will tell 
you how this amazing price was made possible— 
how an astonishing new sales plan will cause 
BEE-VAC Products to sell themselves—how 
National BEE-VAC Week will bring hundreds 
of people to your store—and how a free goods 
offer will prove irresistible to your trade. 

You want the facts—we’re ready to send them to you. 


BIRTMAN ELECTRIC COMPANY 
4144 Fullerton Ave., Chicago, Ill. 


BEE-VAC VAC 
Ball- Motor- 
Amazing new ‘‘10- Bearing Driven 
Minute Test.” Abol- “De Brush 
ishes the paid dem- Luxe” “Super’’ 
onstrator — and $39.75 $42.50 BEE-VAC : 


saves your custom- 
ers $20 to $30 per 
machine. Let us 
send you details of 
this hard-hitting 
new selling plan. 


De Luxe Junior 
$13.50 





yoni a 
at ATTACHMENTS FREE iz 
A COMPLETE NEW LINE OF VACUUM CLEANERS 

like BEE-VAC Washing Machines—BEE-VAC Cleaners meet every con- 


sumer demand—and have back of them low prices, an amazing ‘‘self-demon- 


stration” plan that doubles sales—and a great Free Attachment offer. 


BEEVAC Producis Are Distributed Through Leading Wholesalers—’’Ask Your Jobber’’ 
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Each One Outstanding 
In Its Particular 
Field 





exter Home Laundry Appliances 


bir ony isn't a more complete line of home laundry —— built; or a line that sells more readily; or 


a line that creates so much consumer satisfaction, an 


good-will for the dealer. The three appliances 


pictured, each with its own outstanding selling advantages, makes a combination that is mighty hard to beat. 


EXTEL) with rubber. 
' cushioned, vit- 
qQpeedes reous ename 
tub, is an omy value in the 
low-price field. You can't give 
your customer MORE in a single 
tub washer at ANY price—in 
smooth, speedy operation; in the 
thorough cleansing and w _— 
of the clothes; in good design an 
finish; in mechanical simplicity. It's 
the washer for easy floor sales. 








is the one 
washer remain- 
ing in the high- 
er-price field that is easy to sell 
against low-price competition. It 
carries ample margin for specialt 

sales work and consistently WINS 
in competitive demonstration—be- 
cause of its exceptional speed and 
its “two successive-suds” washing 
method, which eliminates boiling 
or the use of chemical whiteners. 





with finger-tip 
safety control 
—is the only 
ironer which combines ALL of 
the latest accessories and con- 
venience features of proved value. 
Safety has been perfected to such 
a degree that it is automatic. 
Made in two popular sizes, for 
either electric or gas heating. Lower 
priced than any other ironer that 
even approaches Rainbow quality. 


The Dexter franchise is the most valuable in the home appliance field today, not ye! because of the com- 


pleteness of the line, but because of the mechanical excellence and exceptional e 


ciency of every unit 


—good-will builders, every one, that make your franchise increasingly valuable year by year. WRITE! 
There is an ample warehouse stock of Dexter Washers near you. 








€O, 7472" 
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HE best lamp produced in more than 30 years 

of Coleman manufacturing experience is ready 
now for your customers. It is the new Coleman 
Lamp with the Roto-Type Burner ...the lamp that 
is practically trouble-proof . . . the lamp that you 
can sell to give continuously dependable lighting 
service. 








The new Coleman Roto-TypeBurner (patent pend- 
ing) is a most remarkable invention . . . the greatest 
step forward in the history of gas-pressure illumina- 
tion. Here are a few of -its “better service” features 
that are certain to create newsales and profit oppor- 
tunities for you: 


1 LIGHTS INSTANTLY .. . Strike a match, 
turn a valve and it’s lighted ... just like city gas. 
No waiting ...no preheating...no complicated 
directions. 


2, NEW GAS TIP CLEANER ...A regular 
“carbon-chaser”. Keeps the gas tip open. No 
clogging. Is operated by a permanent built-in 
rotary lever. Just turn lever and the needle cleans 
the tip in a jiffy, whether lamp is lighted or not. 


3 NEW OVERSIZE GENERATOR ... Lasts 

~ longer. Accommodates a wider range and variety 
of fuel. Is more economical .. . reduces upkeep 
. . . inexpensive to replace. 


4 BETTER LIGHTING SERVICE ... New 

Roto-Type Burner assures continuous trouble- 
proof service . . . cleaner operation ... clear, 
steady, natural brilliance. 


5 NATIONAL ADVERTISING .. . in the 

... and a thousand sales oppor- leading farm magazines is telling your customers 

tunities. Sell the Coleman Lan- about these new features, paving the way to 

tern to campers, fishermen, motor profitable sales. 

tourists, duck hunters, as well as 

to farmers, poultry raisers, dairy- 

— a ecg Piercing Be Prepared to cash in on the interest the 

wa_— announcement of this new lamp will create. Write 
: today to your jobber or nearest Coleman office for 


PP tegen: od a ee full information, together with suggestions for dem- 



























Patent 
Pending 








ready with plenty of light for any onstrating and selling. 

job, wd co — night, - any 

weather. Mica chimney makes it 

rain, wind and insect-proof. Made THE COLEMAN LAMP & STOVE CoO. 
in both Quick-Lite and Instant- General Offices: Wichita, Kansas, U.S. A. 

Lite models. Factories: Wichita, Chicago, Toronto 











Branches: Philadelphia, Chicago, Los Angeles 
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Quality Cannot 
Compromise with 






Price 


We can always justify our prices 
if our product meets every de- 
mand of quality. It would be 
easier for us to make and sell 
low priced rivets—but our rivets 
are made to meet a standard. A 
special metal of proved maxi- 
mum strength plus great care 
in fabrication assures the user 
permanent service and complete 
satisfaction. 


Ofpproved / 


——— by the keenest 
buying brains in the country 


































hela rest 
factory inthe 
world devoted 
to the manu~ 
facture of 

Tubular an 

Clinch Rivets 
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MYERS PUMPS vunrposes 


ae The time comes sooner or later when every locality suffers from water 
AA shortage. Right now many sections of the country are blanketed 
with drouth which means severe suffering to man, his animals and his 
crops. Relief comes through new sources of water supply, and deal- 
ers everywhere are placing rush orders for Myers Pumps, Water 
Systems, Cylinders and Well Accessories to relieve the situation. 
If you are not prepared to meet the emergency with quick delivery 
of pumps when your customers call for them, write or wire your 
orders, keeping in mind that regardless of the rainfall during the 
next few weeks, those who are suffering now 
will be the ones to fortify themselves against pytentep 
future water shortage. There is a big oppor- COGGEAR 
tunity to sell Myers Pumps right now. 


THE F. E. 
MYERS & BRO. CO. 


PATENTED tities d, 
Ohio 
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PUMPS-WATER SYSTEMS -HAY *DOOR HANGERS 
















































































The culminating achievement of over 30 years of washing machine 
success. In creating this new Model 20—One Minute opens the door to 
increased washer sales and profits. No skimping in size or quality... 
the Model 20 is a machine that outdistances all competition in the popu- 
lar priced field. New beauty, new mechanical perfection, new washing 
machine performance, new selling features. 


Where The Model 20 
Exeels 


Oversize full porcelain tub. No bolt holes. 
Convenient outside automobile type control. 
Latest improved wringer with 21%” balloon 
type rolls. Self draining trough in place of 
flipper and drain boards. 
Special Lynite satin finish. 
submerged agitator. 

Silent sealed-in gears running in continuous 
bath of oil. A mechanical marvel, insuring 
quietness, long life, freedom from servicing. 
15 year service bond. A sales clinching feature. 
One Minute rotary ironer attachment at 
modest extra cost. Used in place of wringer. 
Unusually beautiful. Outdistances all com- 
petition in graceful lines and _ substantial, 
colorful, compact appearance. 


To Sell At 
Slightly Higher 


% @ } 30 West of the Rockies 


Fast washing 


with large 
Self - draining 
An 


est wringer 
on rolls. 

h type construction. 
anding improvement. 


Enclosed and_service- 
gear case. An exclusive 
Minute contribution to 
smooth operation and fre 
from service troubles. 


New convenient 
outside ~automo- 
bile type control 
lever. A simple 
shift starts wash- 
er and stops it. 


" 


One Minute Manufacturing Co. 


Newton, Iowa, U. 8. A. 


7’ SILENTAS 
uaz NIGHT 


ust-resisting iron. No longer are women satisfied 
holes. Attractive, with the noisy racking of an ordi- 
asts indefinitely. nary washer. The One Minute 20 

is so quiet you can barely hear it 
a. run. It simply “purrs” through a 
j big wash with a minimum of effort 


capacity heavy 


and a minimum of cost. 


ONE MINUTE WASHER 


‘f GUARANTEE BOND 


« 
Purchaser 
2 c 


— oe ee ee ee ee eee A ee ee oe oe 


the Facts on jar 


One Minute Mfg. Company, Dept. H. A. 
Newton, Iowa, U. S. A. 


We are ready to be shown how the One 


satin-finish, fast 
bmerged agitator 
tubful of clothes 
22 minus. 





Minute line will increase our washer sales. 


Name 











HARDWARE AGE for AUGUST 28, 1930 








WONDER WHAT A JAR RUBBER THINKS ABOUT - ~ ~ ~(trn APovocies) 





WELL, HERE I AM, 
AT LAST, SEALED 
TIGHT- BUT My 
JOB HAS ONLY 
STARTED ! 


GEE, ITS TIRESOME 
STANDING HERE IN 
THE DARK CELLAR- 


NEAR ME.- THEY 
MUST HAVE A LOT 
OF FAITH IN ME! 


C2) 
NO ONE EVER COMES (-—34 
Lf 


WHEW ! THIS HAS 

BEEN A TOUGH DAY! 

THESE TWO HUNGRY 
GERMS HAVE BEEN 
HACKING AWAY 

FOR A WEEK— 

TRYING TO BREAK 
INTO THE JAR ! 





WELL! THERE'S ONE 
THING LESS TO WORRY 
ABOUT — THE GERMS 
HAVE GIVEN UP IN 
DISGUST. HO!HUM! | 
I WONDER HOW 





MUCH LONGER NOW? 7 


GUESS THEY VE 
FORGOTTEN AGOUT 
THIS JAR.— HERE 


—I'M TIRED OF HOLD- 
ING THAIS VACUUM 
SEAL, BUT I DONT © 
DARE LET GO/ 





BE 
IT 1S NEARLY SPRING. fi) 





HOORAY ! THE 
LONG WATCH 1S 
OVER. TWO FINGERS 
ARE TAKING A HOLD 
OF MY LIP! - NOW 
T CAN STRETCH 
MY-SELF AND GET 
SOME FRESH AIR ! 
— m-m-M! GEE 
THOSE PEACHES 
SMELL GOOD!! 





ealing a jar is only half 





the jar ring’s job, 


THE real test comes during the months, 
perhaps years, that the jar remains un- 
opened. Dampness, mould, changes in 
temperature and the trying test of time 
all have to be resisted if the contents of 
the jar are to be preserved. 

q@ We recently heard of a jar of pickles 
containing vinegar and oil, two natural 
enemies of rubber, sealed with a Good 


Luck ring in 1914, fifteen years ago, 





and now opened with the contents in 
perfect condition. 

@ At the present time there are millions 
of Good Luck rings guarding the con- 
tents of fruit jars in the preserve cellars 
of American homes. 

q@ The preference of home canners ior 
Good Luck rings is eloquent testimony 
of their quality for more than twenty 


years. 


» GOOD Luck (ff 


: 


CAMBRIDGE, MASSACHUSETTS U.S.A. 


i  aarmeddl THE BOSTON WOVEN HOSE AND RUBBER CO. 


Nay JAR RUBBERS 
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Big Profits in this Window Display 


Window Displays Jump 
Sales 


Customers Step In... and 
Buy Other Articles, Too 


Smart, Shrewd Dealers 
Outwit Competitors by 
Using Window Space 
Wisely—Featuring Only 
Merchandise Nationally 
Advertised 


Burgess Advertising This 
Year Appears in More 
Publications Than Ever 
Before in the History of 
the Company 


This Window Display Will 
Help You to Realize ALL 
the Sales-Creating 
Benefits of the Burgess 
Campaign 


You Can Install it Easily, Quickly, Inexpensively 


Here’s a window display that'll take the prize in most any contest. 

Simple, but striking. Made out of stock Dennison crepe paper, and 

regular Burgess Displays. Let us send you full directions for install- 

ing it, together with the necessary Burgess material. Use coupon. 
Fill it out and mail it to us at once. 


The rules of success are simple. There is no secret 
magic in the success of certain dealers ... in every 
shopping section. Fundamentally, they are no 
smarter than the average dealer. You will find their 
stores a trifle cleaner, brighter and more cheerful. 
More inviting! A little extra courtesy helps them to 
win and hold customers. Their efforts are centered 
on merchandise that is well advertised. They display 
it, push it and sell it. No mystery about their suc- 
cess. These are the dealers who will welcome the 
extra sales opportunity offered by this novel 
Burgess Window Display. 


Let Us Send You the Burgess Display Material 


finest that we have ever had and the kind 4 111 W. Monroe St., Dept. F -26, Chicago, Ill. 


The Burgess displays in this window trim are quite the 


Burgess merchandise is the standard choice of the 
scientific world. You can’t fool scientists. Their pur- 
chases are guided by rigid and exact tests. Burgess 
Batteries... for flashlights, ignition and radio... are 
the longest-lasting batteries obtainable. Likewise, 
the most dependable, powerful and uniform. Any 
scientist, practically, will confirm that statement. 
Also every customer of yours who tries them. This 
unusual window display will help you to get more 
Burgess customers. Once you get a Burgess customer, 
you've got a customer for life. They'll seldom ever 
take a chance on any other battery but a Burgess. 


Pe meme mew ewww wee www we ew eee wow 
! BURGESS BATTERY COMPANY 


lam anxious to get your Burgess Full Line Dis- 


you'll like to see in your window and on your counter. They're for you and other Burgess dealers 
who realize their sales-creating value, and are sufficiently interested to ask for them. The coupon 
is for your convenience. If you want more sales and extra profits, by all means clip, sign and 
mail the coupon promptly. 

BURGESS BATTERY COMPANY, 111 West Monroe Street, Chicago 


NEW YORK KANSAS CITY SAN FRANCISCO ATLANTA MINNEAPOLIS BOSTON 
In Canada: Niagara Falls and Winnipeg 


plays, and full instructions for installing the 
prize-winning Burgess Window Display. 


AS EES ORR os SSI ORES Ne ME on 


Street Number.................. , 





Name of Jobber..... 
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Are You Interested? 


in getting a larger share of the 
Vacuum Cleaner business in your territory 















Whatever your customers’ wants, UNIVERSAL 
can satisfy thent completely at prices that please and 


IT oy 
ri 





y 


that give you a substantial profit. 


UNIVERSAL cleaners are mechanically perfected 
to do a superior cleaning job without servicing. They 


will steadily build up your vacuum cleaner business. 





TT 


Our District Sales Manager will be pleased 
to eall and give you complete details. 


if 
IN 


Hl 







UNIVERSAL Model 58 
Motor-Driven Brush 
Bali Bearing Cleaner. 








wn 















NEW \ f 
} UNIVERSAL 
UNIVERSAL \\ i Floor Polisher and 
Hand rf j Sheep Skin Mop 
Vacuum Cleaner j quickly restore 






floors to their 
original beauty. 






For car interiors and all 
hard-to-get-at places. 





Wate Today —LANDERS, FRARY é ( LARK vn Pa Conn 





Poi Nae eS OF en ee Te we 
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FREE—return the coupon for 
handsome window posters that 
tell customers you sell guaran- 
teed values. 


GOOD 
HOUSEKEEPING 


MAKING SALES 
in a Buyer's Market 


USINESS reports show that this is a buyer's 

market. People are buying pretty much as 
always. But they are buying more carefully—de- 
manding sound values for their money. The mer- 
chant who convinces them that he gives them 
their money's worth is the one whose sales are 
most likely to be normal. 


This is a timely reason for featuring merchandise 
advertised in Good Housekeeping. This is guaran- 
teed merchandise—guaranteed by Good House- 
keeping to give sound value and satisfaction. 
Every utensil or appliance advertised in Good 
Housekeeping has been laboratory-tested by 
Good Housekeeping Institute—positive proof of 
sound value. By specializing in these products— 
and telling your customers—you soon have them 
coming to you first for their money‘s worth. 


It is an easy matter to do this. Simply check your 
stock against Good Housekeeping’s advertising 
pages. Learn what guaranteed items you carry. 
Then feature them in your windows, on your 
counters, and in your advertising. In selling talks, 
tell customers repeatedly: “This is guaranteed by 
Good Housekeeping.” You can see for yourself 
what this idea can do. 


Nearly a thousand stores a month are using this 
idea. If it pays them, it should pay you too. Re- 
turn the coupon below for free selling helps and 
begin convincing your trade that you offer guar 
anteed values and satisfaction. 


q*"* SRR A RRR RRR RRR RRR RRM RMR 
« GOOD HOUSEKEEPING TRADE SERVICE 
« 57th Street at 8th Avenue, New York, N. Y. 


chandise and free window cards. 
Name of Store 

ne 

City & State... 


Number of windows you will use 


HA-8-30 


Pleasé send list of currently advertised guaranteed mer- 
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GLOBE GLOW-MAID 






























































GLOBE RAY-MAID 


GLOBE RAY-BOY 





witH GLOBE 11's A 
Selling Advantage 


TO HAVE THE COMPLETE LINE 


Tue TIME has passed when retailers handled a 
complete line just because they liked the sound of the 
phrase. Retailers realize now that there is no economic 
justification for stocking any product, unless it can be 
sold on its own merit. Goods must be so/d to be profitable. 

Globe ranges and Globe parlor furnaces would still be 
leaders in their fields no matter what name they bore. 
Their advanced design, the service they give, their dura- 
bility and integrity of construction are such that each sells 
itself and does not depend on the other for sales impetus. 

With Globe, the individual products are the thing—and 
it is only incidental that together they constitute a com- 
plete line. The tremendous advance made by Globe in 
the past few years is due to the fact that Globe engineers, 
unhampered by tradition, have developed each member of 
the Globe line to the point where-it has established new 
standards of beauty, and service for the home-owner. 

To you, the important fact is that dealers who handle 
the complete Globe line are selling the new Glow-Maid 
and Ray-Maid ranges in volume they never dreamed of— 
and know from past experience that Glow-Boy and Ray- 
Boy Parlor Furnace sales will be equally profitable. It’s 
not too late for you to join this group of retailers who 
are making 1930 their big year on range and parlor 
furnace sales. Please write for complete information. 


GLOBE-AMERICAN 


CORPORATION: KOKOMO: IND 


Builders of Glow-Boy and Ray-Boy Furnaces 


GLOBE 
PRODUCTS 


EACH A LEADER 
IN ITS LINE 
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Higher and Higher go the Sales of the 
VOLLRATH VITALIZER 


VENTILATED 


Are you sharing in the profits? 


“The greatest sales opportunity in years’ is still open to you. 
Despite phenomenal sales records during the last four months 
in all parts of the country, the sales of the Vollrath Venti- 
lated Vitalizer continue to mount. Vollrath national adver- 
tising has concentrated the demand for a properly ventilated 
vegetable pan for mechanical refrigerators on the Vitalizer. 
It has made the Vitalizer the fastest selling item in the house- 
furnishing field today. Consider these points: 

The Vollrath Vitalizer provides the proper ventilation by 
means of the specially designed cover. 

The Vollrath Vitalizer has no holes in the sides. It can be 
used as a general service pan as well. 

The Vollrath Vitalizer keeps sandwiches in perfect con- 
dition for hours. 

The Vollrath V italizerismadein five convenient sizes to retail 
at $1.85, $2.60, $2.75, $3.70. (Slightly higher in some states.) 

The Vollrath Vitalizer dealer is supplied with plenty of 
sales helps: counter and window cards in color, illustrated 
folders in color and imprinted with your name, newspaper 
mats for use in your local paper. 

VOLLRATH COVERED JUGS, RING MOLDS AND REFRIG- 
ERATOR DISHES are almost as indispensable equipment for 
the automatic refrigerator as the Vitalizer. Point out the 
advantages of these pieces to your customers and in most cases 
you will sell one or more of these items in addition to the 
Vitalizer. 

Make the most of this golden opportunity now! We are 
ready to make immediate shipment in any quantity of all 
Vitalizers and Refrigerator items. 

















Have you received 
your copy of the 
new Vollrath catalog? 


If not, we urge you to 
write for it at once. 
Illustrated in full color 
— handsomely printed 
—practically arranged 
—completely new. 
Certainly the most at- 
tractive catalog of 
enameled ware you 
ever saw! 


THE VOLLRATH COMPANY ¢ EST. 1874 * SHEBOYGAN, WIS. 
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Stock turnover — — not 
customer turnover—with 


Brown & Sharpe Tools 





The profits of your precision tool department depend 
upon frequent-stock turnover but not customer turn- 
over. In your locality there is a group of skilled 
mechanics whose regular demand for good tools 
means profitable business for the “right” dealer. 


The “right” dealer to these mechanics is the one who 
supplies them with reliable, accurate tools upon 
which they can depend for important measurements. 
There is no better way to remain permanently the 
“right” dealer to these profitable ¢ustomers than to 
standardize on Brown & Sharpe Tools. 


For over 75 years skilled mechanics have selected 
Brown & Sharpe Tools as the tools to be relied upon 
for fine precision measuring. This confidence has 
built profitable business year after year for the 
Brown & Sharpe dealer. Brown & Sharpe Mfg. Co., 


[BS 
Brown & Sharpe Tools 


° WORLD’S STANDARD OF ACCURACY” 


















ay you looh 


—here is a Line that meets all the essential re- 
quirements of Dealer and Consumer in a most 
convincing manner. 

In Quality, Durability, Design, Finish and 
Price this Triple Coated Line represents unequaled 
value, and in its restriction of colors is embodied a 
new U. S. idea which will appeal to both Dealer 
and Consumer alike. 

Instead of stocking a wide range of colors you 
carry but three colors of proven merchandising 
value. They are “The Pick Of The Rainbow”— 
U.S. Bisque, U. S. Ivory, and U. S. Opal—colors 
that will harmonize and blend with the color 
scheme of any home—require less stock and sim- 
plify replacements. 

The steady increased volume of sales of U. S. 
Triple Coated Enameled Ware indicates the great 
Consumer appeal of this line and the consistency , 
of its items as year ‘round sellers. 

Any way you look at it the U.S. Color Line of 
Triple Coated Enameled Ware with “The Pick Of 
The Rainbow” colors, offers you a real merchan- 
dising plan. Get under the wire with this line— 
enjoy greater sales with a goodly margin of profit 
—use the coupon Today— 








[ UNITED STATES STAMPING COMPANY d 


Name ._...... 
Address 
City... 


| 
| 
Send for Catalog No. 8, on the U.S. Line | 
| 
| 
| 


QUALITY ENAMELED WARE — TRIPLE COATED 





MOUNDSVILLE, W. VA. 


Gentlemen: Please send us complete information on your new 
Color Line, including items aad prices. 


(Give name of your Jobber) 























“GRANITE 


QUALITY ENAMELED WARE 





A Dependable Line 


In this Age of Color it would seem that white 
enameled ware should be passé, but the fact is 
there are millions of women who prefer the 
gleaming U. S. White to colors. 


For building up sales here is a line that is 
hard to beat, dependable in every way. Always 
a good line to carry and easy to sell. 

U. S. White Granite Enameled Ware chal- 
lenges duplication of quality at a lower price. 
It is quality made to retail at a popular price, 
and as attractive in price as it is in appearance. 

This line embodies all the essential require- 


ments of quality enameled ware, and is one of 
the most complete lines-ever offered the trade. 


Seamless and triple coated U. S. White Gran- 
ite Enameled Ware is made to last a lifetime. 
Each item is made in one or more sizes to meet 
the needs of your customers. 


Write for Catalog No. 8. 


UNITED STATES STAMPING COMPANY 
MounpsviL__e, W. Va. 


A complete line including not only house- 

hold cooking utensils, but items for hotels and ; 
restaurants, sick room and hospital needs. In — 
addition to U. S. White Granite, our U. S. eo pevcsee oi 


Standard White is an excellent quality of two shapes as our regular line 
coat ware. of Phiteand Colored Ware. 


U. S. TRIPLE COATED QUALITY ENAMELED WARE 
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+ + + SWEEPING 
THE MARKET + + 


The Socket Shank—originated and made only by Hubbard—is the out- 
standing shovel improvement of years. It is literally sweeping the market 
wherever introduced. + + Features of construction previously impossible in 
shovel manufacture have been completely achieved in the Socket Shank 
line. Never before has a shovel been tempered the entire length of blade 
and socket—and in no other shovel can it be done. + + Inherent great 
strength with surprising light weight—and a new standard of balance—are 
features which have so quickly popularized the Socket Shank line. + + 
Grade for grade, the Socket Shank shovel is not approached by any other 
shovel in the world. + + For the convenience and protection of trade and 
user, every Hubbard Socket Shank shovel is branded with its class and 
priced accordingly. Write for complete catalog and prices—or ask your jobber. 


HUBBARD & COMPANY, MONTPELIER, INDIANA 


WITH THE 





HEAT TREATED BALANCED 
End to End And Stays that Way 


ae 


FLIWATE STRENGTH 
No Excess Weight Beyond All Others 








LOOK FOR THE CLASS MARK ~ CLASS A>* CLASS B+ CLASS C 





HUBBARD 








$O CK ET 


$ HAN K 





SHOVELS & SPADES 


A AMER Ba aC PS 
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e With your display, fit some No. 8 Cast 
Iron Skillets with No. 8 Self-Basting Covers 
and double your sales. 


e Advertising in the Ladies’ Home Jour- 
nal and Good Housekeeping in September 
and October will inform the public of this 
special October sale. 


© Order your supply of Griswold Cast 
Iron Skillets in cartons now and prepare 
for a big Griswold month. 


SOME WOMEN demand the best no matter 
what it costs. Others always look for bargains. 
Both kinds of women will find what they 
want in Griswold Cast Iron Skillets in 
October. 


All during October, all Griswold retailers 
can sell the standard No. 8 Griswold Cast 
Iron Skillet at a special price of 75c and still 
make their margin of profit (covers extra). 
Griswold Skillets are strategic Griswold lead- 
ers. Women who buy the No. 8 Griswold 
Skillet at this special price in October will 
become important prospects for the rest of 
the essential Griswold utensils at a time when 
fall and winter menus make brisk demands 
for efficient utensils. Both kinds of women 
mentioned above are natural appreciators of 
the thick, even quality of Griswold Cast Iron 
and Griswold Cast Aluminum. Sell them. 
Lead off the sales with the skillets priced at 
75c. Order Griswold Skillets in cartons from 
your jobber. The Griswold Manufacturing 
Co., Erie, Penna. 


GRISWOLD 
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OUR SALES IN 
CLOBER. .. 


e With the No. 8 Skillet as a leader, make October a big month 
on all Griswold products. Arrange window and counter displays 
of Dutch ovens and food choppers to back up the skillet sales. 
Be ready for October sales. 


e Use your Griswold Skillet display stand during October. Col- 
ored window streamers, display cards, pamphlets on the skillet 
are free with your order. The free Aunt Ellen booklet contains 
astonishing recipes for cooking with the Griswold Skillet. Thou- 
sands of women have this booklet. They'd like to have the 
skillet. 





Reg. U. S. Pat. Off. 
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MAJESTIC PRESENTS 


A TWO SLICE TOASTER THAT DOES 
EVERYTHING BUT BUTTER THE TOAST! 
















YOUR CUSTOMERS WILL BUY THE 
MAJESTIC AUTOMATIC 
TOASTER BECAUSE— 

It toasts two slices of bread on both sides at the 

same time. 

No turning of bread — no handling — uniform 
toasting without watching. 

Timing and heat control mechanism regulates 
toasting time to suit individual taste. 


When toasting is completed, heating current is 
automatically reduced, keeping toast hot and 
tasty without further toasting. 

Does not burn toast. 

Two piping hot slices of toast, ready for tasty 
sandwiches. 

It makes Melba toast too. 

No instructions necessary—it toasts to a turn. 
It is beautifully finished in a high-grade chro- 
mium; jade green fittings; neat, compact and 
decorative; requires little space on the table; it 
is quiet in operation. 


Fully guaranteed. 
















tomers. 


The newest product of Majestic 
inventive and engineering 
genius—a two-slice toaster that 
does everything but butter the 
toast! This toaster embodies 
new ideas and a quality of 
workmanship and material 
which puts it in a class by itself. 


The element is ribbon type— 
supported in mica insulation 
and placed to secure maxi- 


‘PEND three minutes in reading the reasons why 
, min customers will prefer this new Majestic 
Automatic Toaster. The Majestic toaster offers you 
the opportunity to recommend a household utility 
which will win the grateful goodwill of your cus- 


We confidently believe that if you will examine a 
Majestic, consider it point by point, you will agree 
with us that it is the most saleable and satisfactory 
toaster on the market. 


Majestic gives your customers not only a stand- 
ard of workmanship and material which is in a class 
by itself, but several exclusive and de- 
sirable features—features which will 
spread the fame of this toaster by 
word of mouth recommendation. 


The retail list price of the Majestic 
Automatic Toaster is $13.50. Your 
wholesaler can supply you. Fill out and 
mail the handy coupon in this adver- 
tisement and we will gladly send you, 
by return mail, full information. 


mum and speedy action. It 


will last longer. The element 
connections are solderless and 
fastened in a manner which 
absolutely prevents looseness 
ever taking place. 


The timing and heat control 
mechanism in the Majestic 
Automatic Toaster is sturdy, 
trouble-free, simple and quiet. 





MAJESTIC ELECTRIC APPLIANCE COMPANY [J 





Philadelphia, Penn. San Francisco, Cal. Kansas City, Mo. 


10 Chestnut St. 


590 Folsom St. 237 Railway Ex- 


Gentlemen: Please send me further information change Bldg. ‘ 


about the new Majestic Automatic Toaster. 


My wholesaler is. 


Sianed 
v 








Street. 





City 


State 
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THREE DEFINITELY 


SUPERIOR HEATERS ¢éhat. 


will double your sales J 


DE by Majestic—the pioneer for sixteen years in build- 

ing Reflector Heaters that give you a clear profit on 
every sale. Majestics stay sold. In comparison with any other 
heater of equal or slightly higher price, your customers will 
select a Majestic. Because each model of Majestic looks the 
superior heater that it is. Read the definite reasons why Majestic 
Heaters out-sell and out-perform. ... Your wholesaler can supply 
you. Mail the coupon below and we will send you complete in- 


formation. And remember— 

All Majestic Heaters are 
fully approved by the Na- 
tional’ Board of Fire Under- 
writers. 


Majestic Mogul 81 
Retail Price $11.00 

Exclusive double shell construction, 
insuring a cool back and handle. The 
patented two-piece element assembly 
with Mogul-type socket and base oper- 
ates at a higher temperature— 
indefinitely—because of the increased 
resistance factor made possible by this 
type of construction. 10% to 15%, more 
effective warmth. Smaller element syr- 
face reduces convection currents about 
3314%, proportionately increasing 
useful radiation. The most efficient re- 
flector heater ever made. DeLuxe in 
every respect, 1,000 watts, 110 volts, 
Florentine bronze, chromium-plated 12- 
inch reflector, 8-foot cord and plug. 





Majestic 81 and 75 have 
Mogul elements. Illustration 
shows difference in size 
between Majestic Mogul and 





usual el +t. Mogul 
construction, exclusive with 
Majestic, adds years to life 
of heaters. 











YOUR CUSTOMERS WILL BUY MAJESTIC 
REFLECTOR HEATERS BECAUSE — 


Majestic is the reflector heater without a 
service problem. 
Over a million satisfied users of Majestic 

Reflector Heaters. 

Majestic Reflector Heaters furnish uniform com- 
forting warmth from head to toe for a seated 
group of two or three persons. 

The scientific placing of the element in relation 
to the reflector guarantees absolutely uniform 
warmth over widest possible effective area. No 
scattered radiation. 


Time Proven Exclusive Features of 
Majestic Mogul Construction 


Silver soldered connections. 

Heat conductivity to socket reduced to a 
minimum. 

Large contact surfaces eliminate over-heat- 
ing and oxidizing. 

No sagging of element wires. 

Operates normally at higher temperature 
than any other element. 

Delivers more effective heat than any other 
reflector heater of equal wattage—result, 10 
to 15% more warmth. 








Majestic Mogul 75 
Retail Price $9.50 


Majestic 72 
Retail Price $6.50 





Single back construction 
with heavily chromium- 
plated reflector. Majestic 
patented two-piece ele- 
ment assembly, with 
Mogul-type socket and 
base is used, providing 
the SAME high degree of 
efficiency found in the 
Mogul 81. Finished in at- 
tractive Pompeian green 
with heavy cast base to 
insure stability. 

1,000 watts, 110 volts, 
Pompeian green, chro- 
mium plated, 12-in. reflec- 
tor, 8-ft. cord and plug. 





Model 72 is an out- 
standing value in a 660- 
watt reflector heater. For 
those who seek price econ- 
omy with maximum effi- 
ciency, this heater with its 
patented two-piece ele- 
ment provides the ideal 
selection. All contact sur- 
faces of base and socket 


are nickel-plated to pre- - 


vent oxidizing and prolong 
the life of the heater. 

660 watts, 110 volts, 
Nile green copper-plated 
12-in. reflector, 8-ft. cord 
and plug. 








ie. ty 


lame Coe, KANSAS CHEF 


MAJESTIC ELECTRIC APPLIANCE COMPANY 
Philadelphia, Penn. San Francisco, Cal. Kansas City, Mo. 
10 Chestnut St. 590 Folsom St. 237 Railway Ex- 


Please send me full information change Bldg. 


about Majestic Reflector Heaters. 


My whol 1 





Si a 





Street 





City 


State 





*2130H 


ee 











28 HARDWARE AGE for AUGUST 28, 1930 













: gee ae LAMPS ga 


_@ nied PIO | 


wise iv 





4 


++) oP 
* x * 
E % ‘4 


Use the material furnished you for 
«TOUCHDOWN :, the Fall Activity 
for Edison MAZDA Lamp Agents 
to take full advantage of this new sales 
tool. Build a real display in your 
window like the one above or one of 
the others shown in the folder which 
accompanies the kit of material you 


will receive. Ask every customer to 


EDISON MAZDA LAMPS 


10 Per Cent OF F! 





FFECTIVE September 1st Edison 
MAZDA* Lamp Agents are 
authorized to sell Edison 
MAZDA Lamps at retail at 10 per 


cent off list in lots of six or more 


‘tn lamps (either assorted or not). 


Think what this will mean for your 
sales! A new buying incentive for 
your customers. Sales by the carton 
at greater profits easier than ever 
before. Increased sales which will 
more than offset the 10 per cent 
discount you give. 


buy lamps in cartons! Figure it out. 





Even though you give a 10 per cent 
discount, you make four times as much 


from a carton sale as from the sale of 


It pays to sell by the car- 


one lamp. 
ton. Use the 10 per cent 


discount. to help boost your 





carton sales. a s . . 


*MAZDA—the mark of a research service. 


EDISON MAZDA LAMPS 


GENERAL@® ELECTRIC 
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ARE THE HOUSEWIVES OF 
BROWNVILLE 

WELL ACQUAINTED WITH 
YOUR STORE? 


Don’t neglect the fact that the women of your town and every town are 
increasingly important customers. More and more of the purchases for 
“Home Use” are their exclusive province. Shopping with them is a 
business, and the more pleasurable it can be made the more it attracts 


them to your store. 


Housefurnishings Pay When They are Actively 
Merchandised 


It has been conservatively estimated that America will spend nine hun- 
dred million dollars for housefurnishings during the present year. This 
amount will be spent in the lines that are applicable to your store and 
your trade. These facts behoove you to give particular attention to 
these lines. 


With the women of the nation holding the purse strings, the enterpris- 
ing merchants are taking the ladies into consideration. Housefurnish- 
ings, well displayed and stimulated by advertising, mean increased store 
traffic, larger sales, and profits safe in the bank. 


Watch the Housefurnishings issue each month in HARDWARE AGE for 
the live articles on Housefurnishings. They are filled with profitable 


ideas. 
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Quality 
LAWN MOWERS 


FOR LONG-RUN ECONOMY 


These two lines distributed exclu- 
sively through hardware and seed 
stores. We do not sell to syndicates, 
chains or book houses. 
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LVANIA 


Ask your jobber now for prices on the fa- 
mous PENNSYLVANIA Quality line, as 
well as on the low-priced line of PRIMOS 
Mowers, which are all PENNSYL- 


VANIA-built. 


Pennsylvania Lawn Mower Works 
1615-35 North 23rd Street, Philadelphia, Pa. 


PRIMOS 


Pennsylvania-built 
for EXTRA VALUE 
in Low-Priced Mowers 
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“Self-starting” | (OTIXen ILL 


doors . 
ALLITH equipped doors open with almost no 
effort at all. They are as great an improvement 


over ordinary doors as the self starter was over 
the hand crank. Doors that stick, balk or jamb 
belong to a past era—when broken arms and “g 


ruffed tempers, sustained while cranking the HERE is only one path to the security, 
old bus, headed the list of casualties of the it d ti f busi- 
day. ALLITH hangers are as smooth run- prosperity an preserys 108 of your busi 
ning, as unfailingly reliable, as much a ness. The fundamental principles of success- 
genuine pleasure as the finest product of ful merchandising apply to practically all 

today’s automobile engineering. é : a 
lines, but we will confine our recommendations 


to the profitable merchandising of aluminum 














The demand for ALLITH superior 
equipment is increasing by leaps and 






























bounds. Women, who are driving as cooking utensils. 
much as their husbands, insist on 
doors that operate easily. A great Choose a dependable line whose manufac- 


number of garages are being remod- 


s turer assures you the sincere co-operation 
eled and new ones built, to accom- ; i ee 
nian ths eo ua tes ee that protects you against unfair competition— 
families of today—a new and profit- Priscilla Ware. 
able market for ALLITH dealers. 

Garages are more and more Choose 2 line that gives you a representative 


being included as a part of the 
house. Built adjoining or in 
the basement their closeness to 
living quarters makes it im- 


variety of utensils for the convenience of your 
customers ; an open stock line—Priscilla Ware. 


perative that only the finest Choose 2 line that is not in competition with 
and best equipment be used. chain stores, so that you can get sales volume 
ee with a substantial profit—Priscilla Ware. 


can profit from this trend 


toward better equipment Choose a line that builds satisfaction and 
and at the same time good will with your women trade; a line with 
handle a line that ap- an unlimited guarantee—Priscilla Ware. 


peals to the small 
builder as well. ALL- 
ITH is built to please 
the most exacting— 
yet priced within 
the reach of all. 


Get dealer facts 
today. 
e 
ALLITH-PROUTY COMPANY LY 
Danville Illinois 

Manufacturers of (a 
Garage Door Hardware Fire Door Hardware 
a 
Airport Deor Hardware Malleable tron Washers 


Industrial Door Hardware Stadium Seat Brackets 


You also have the support of a variety 
of dealer helps and a tested 
' Merchandising Plan. 


Certified Malleable tron Castings 
Manufacturers of the finest line of Airport and Garage Door Hardware 


Speaks for Itself 


e | Moderately Priced Aluminum Cooking Utensils 
Approved by Good Housekeeping Institute 
| | and Priscilla Proving Plant 
th Leyse Aluminum Co. 


Established 1903 23 Kilbourn St., Kewaunee, Wis. 

































HARDWARE AGE for AuGuST 28, 1930 


33 




















ITS NEW FLATNESS MEANS CLEARER VISION 


OUR first glance at Pennvernon Window Glass possibilities are obvious. Samples are readily avail- 
y shows you its surprising freedom from old-time _able at the warehouses of the Pittsburgh Plate Glass 


waviness, streaks and other defects so long associated © Company located in every leading city. 
with window glass. Take a sheet of it in your hands Write for the new Pennvernon booklet, explaining 


—look aT it as well as THROUGH 


it. Its difference from ordinary Pennuernon 


glass—its new quality—new flat- fla £ drawn 


ness and brilliance, are strikingly 


apparent. And its new selling WINDOW GLASS 


and picturing the new process 
that makes flatter, brighter, better 
glass—at no higher cost. Address 
Pittsburgh Plate Glass Company, 
Grant Building, Pittsburgh, Pa. 
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Firelight Heaters 
when they see 
the light. . . 


Light it... Show it... Deliver it 
NEW MODEL KINDLES ACTIVE INTEREST IN HEATERS 





Perfection’s new Férelight model adds new vigor to the port- NATIONAL ADVERTISING 


ET YOUR SHARE of this Fall’s oil room heater sales. 
(5 able heater business. HELPS SELL PERFECTION 


ROOM HEATERS 


Be ready to profit from this renewed interest in kerosene room heaters. 
Don’t let customers ‘find you unprepared. Stock Perfection heaters 
in an adequate price range and choice of finishes, and be sure to in- 
clude the FIRELIGHT. No display is complete without this popular 
new leader. It attracts attention, helps sell other models, too. 


Don’t hide your best salesman. . Light the FIRELIGHT 


Firelight’s popularity is due to its warmth and light. Customers see 
in its cheery glow the charm of an open fire. Show it lighted, and 
they buy. Let your customers feel Firelight’s cozy heat, see its glowing 
light. Watch them respond to its appeal . . . with delivery orders. 





The worse the weather, the better FIRELIGHT sells 
Make every cold snap build business for you. Ask the Perfection sales- 
man how to use our “Weather Campaign Plan” to boost your sales. 
Every forecast of disagreeable weather can make extra money for you. 





Perfection Room Heater advertising is appearing this Fall in Satur- 
day Evening Post, Sunset and Country Gentleman. Remember, “the 
more Perfection-made goods you sell, the bigger profit you make.” 





Perfection and Puritan Oil Stovesand 
. Heaters are sold only through retail 
PERFECTION STOVE COMPANY . Cleveland, Ohio dealers, not through mail order houses 


Oil Burning Room Heaters 
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N ote attach- 
ment for fast- 
! ening Vortex- 
Burt Sanitary 
paper cup dis- 


mm 6penser. 


“KNIGHT”... 


Lowest price . . highest 
quality—no wonder the RO- 
TAX “Knight” sells on sight! 
Its trim cabinet design har- 
monizes with the finest office 
surroundings . . its rug- 
ged, all-steel construction as- 
sures many years of service 
. its popular price brings 
frequent and_ profitable 
SALES wherever it is shown. 


\ 


Write to-day for complete 
information! 


MX 


ROTAX COMPANY 


encorporate 
580-3586 EAST 135d ST. ++ NEW YORK .N-Y. 
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National Advertising 
1s selling the Ray-O-Vac line 


for you 


‘ Saturday Evening Post, Liberty, 
Collier’s, The Literary Digest, The 
Country Gentleman...over 10% million 
buyers reading the Ray-O-Vac story each 
week, buying Ray-O-Vac Flashlights, 
' Batteries, Tubes. Keep your Ray-O-Vac 
products well displayed and cash in on 
this tremendous nation-wide campaign! 


Your jobber will supply you—without 


delay—with what you need to keep 
your stock up. 


FRENCH BATTERY COMPANY 
MADISON, WISCONSIN 
General Sales Office: 20 North Wacker Drive, Chicago 


A”, “B” and “C’’ Radio Batteries; Aircraft and Autoradio 
Batteries; Telephone, Ignition, and Flashlight Batteries; Rotomatic 
and Standard Flashlights; Licensed Radio Tubes. 
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The Worlds Best, 
A Good Dealersh 
and(ustomerSalista 


Of course you want more CROSS-CUT SAW busi- 
ness, and no doubt you have tried various plans for 
getting it, but from the standpoint of permanent 
results there appears to be but one answer— 
and the dealer who sells SIMONDS CRES- 
CENT GROUND CROSS-CUT SAWS 





















Korit 
SHG; 4 





4 


SIMONDS 























has this answer. It is another instance ta Ws’ an 
where QUALITY counts, because now and 
the ever-increasing demand has used by woods- 
proved that SIMONDS are . NS jit heat oaks 
aay ce — & : # & | dence of their high 
quality. They are guar- 
market — because <> anteed by the makers. 
they are the Q You can sell them with con- 
BEST. fidence of complete satisfac- 
tion to your customers—and 
you make a liberal profit on every 
SIMONDS’ SAW sale. 

Be sure to ask your JOBBER or his 

SALESMAN about these saws. 

Stock them and you sell them. 
SIMONDS SAW and STEEL CO. 
“Established 1832” 


“The Saw Makers” 
FITCHBURG, MASS. 





SS 


JIONDS 


Crescent Ground Goss-Gut 


SAWS 
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Corbin Pin Tumbler Extruded Metal 
Padlocks are uniform in quality through 
the use of the finest materials and pre- 
cision craftsmanship. 

Each Corbin Pin Tumbler Extruded 
Metal Padlock is especially designed to 
offer the greatest security, durability and 
ease of operation. 

Made from a solid block of extruded 
brass metal machined to receive the Cor- 





bin pin tumbler mechanism and providing 
a practically unlimited number of changes 
which can be had with master and grand 
masterkeys. 

The easy operation of the key in the 
keyway opens the lock quickly and a light 
pressure on the shackle snaps it closed. 

Stock and sell Corbin Extruded Metal 
Padlocks—Their worth is proven by their 
consistent satistactory performances at all 
times and under all conditions. 


CORBIN CABINET LOCK CO, 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN.,U.S.A. 


NEW YORK CHICAGO PHILADELPHIA 














HARDWARE AGE for AUGUST 28, 1930 39 





a 





Beauty, convenience, simplicity 





ENAMELED RED 
STAN DS 334”°HIGH 





to a greater degree than any light 


List Price $152 complete ever offered! A powerful, rug- 
_LessBatteries ged, handy little working light 
in Canada -$ 220 that serves every purpose, yet 


uses only two ordinary flashlight 
cells ontit slips away in a space as small as your coat pocket. 


These features of the “Buddy’”—together with its eye-catching novelty— 
explain its whirlwind success. “Buddy” is selling everywhere—and to 
every portable light user. “Buddy” will go stronger than ever this Fall. 
It will be a landslide with the Christmas trade. Prepare for these quick 
profits and volume. See your jobber now or write us TODAY about 
our FREE counter and window display. Address Dept. 811. 






ELECTRIC CO. 


MARION, IND.U.S.A. 











HARDWARE AGE for AUGUST 28, 1930 





cy. 
ATKINS 
iw 


FAMOUS SELLING 
REASONS 


ee 
73 Years ExperRIENCE—as manufac- 
turers of high quality saws. 
e2Ze 
Tue Best MaTertaLt—SILver STEEL 
Atkins’ exclusive formula 
Be 
Unirorm Temper—no soft or hard 
spots, holds tension. 
eo4e 
Perrect Workmansuip—the best 
brains, skill and money can produce. 
e5e 
Excwustve Features—in both design 
and finish are exclusive with Atkins. 
Ge 
Erricrency—cuts faster because of 
sharp, correct skaped teeth and 
grinding. °7e 
Lone Lastrnc—SILvEr STEEt lasts 
longer than ordinary saw steel. 
eBe 
User Protectep—every Atkins 
product has the maker’s name clearly 
etched in the blade and is a positive 
guarantee of satisfaction. 
eDMe 
Steapy Demanp—resale value of 
Atkins Saws is greater than just 
ordinary saws. 
°1O-e« 
DistrisuTion — Service Plants: 
Atlanta, Chicago, Memphis, New 
Orleans, New York, Portland, Seattle, 
San Francisco, Vancouver, B. C., 
and Paris, France. Factories: 
Machine Knife, Lancaster, 
N. Y.; Grinding Wheel, 
Detroit, Mich.; Cantol 
Waz, Bloomington, 
Ind. Canadian, 
Hamilton, 
Ontario. 





r THOSE WHO SELL 
“ATKINS PRODUCTS 


PROGRESS with the Times... 


Atkins No. 10 Hack Saw Frames and SILVER STEEL 
“BLUE END” Hack Saw Blades are preferred and used 
by experts because there is greater efficiency with 
less effort and no wrist strain. And for the dealer 
they are a good source of profit and backed by 


national advertising. 


Send for free Hack Saw 
Frame Display—lIt’s 
a Sales Maker 


Made of high grade steel and 
heavily nickled; adjustable from 
8 to 12 inches. Has easy grip, pis- 

tol shaped handle of hard rubber 
so placed that it directs the en- 
tire force of stroke on cutting 
edge of blade. Strong and dur- 

able. 


E. C. ATKINS anp COMPANY 
INDIANAPOLIS, INDIANA 


KN Atkins Silver Steel “Blue End” Hack Saw Blades are 
guaranteed to cut Six Times more metal and Twice as fast as any 
alloy blade. Use this guarantee in selling. 
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HE San Francisco 
earthquake, if I 
may use that for- 


bidden word, cured hun- 
dreds of cripples. They 
jumped up and ran for 
their lives. 


They weren’t as badly 
crippled as they thought 
they were. They didn’t 
know that they could run 
until their houses began to 
shake. 


The Good Book, too, 
tells the story of a cripple 
whose weakness was more 
in his mind than in his 
legs. The Master said to 
him: “Rise, take up thy 
bed and walk.” He rose 
and walked and carried 
his bed. 


So, here is the thought 
that I would like to send 
out to the business men of 
America: 


“You are depressed. 
You think you are crip- 
pled. You are afraid of 
the future. You are full 
of fears. 


“You have half the gold 
of the world and half of 
the machinery and most of 
the automobiles and all the 
skyscrapers. 


“You have the greatest 
home market in the world 
and the largest corporations 
that the world has ever seen. 


“You are ruled more by 
ideas and less by tradition 
than any other people in the 
world. You have usually 
done what you thought you 
could do. 

“How can it be possible 
that a progressive nation of 
120,000,000 people can be 
wrecked by the speculations 








aa =. 
HERBERT N. CASSON 
Editor, Efficiency Magazine, London, Eng. 


BUY 


DURING SLUMP” 


By HERBERT N. CASSON 
In FORBES Magazine 


In the interest of American business, Forbes 
will gladly extend the privilege of reprinting 
this article to responsible organizations on re- 
uest. If preferred, reprints are available direct 
| mong the publishers. 


of a little handful of fools in 
Wall Street? 


“The prices that were 
forced too high had to come 
down. To-day all the prices 
are too low. 


“There is now a golden 
opportunity for every man 
who has eyes to see it. 


“Dollars are now being 
sold for thirty cents. Practi- 
cally every security in the 
United States is now being 





sold at less than its value. 


“The way to create a 
fortune is to buy from 
pessimists. Pay your 
money and take the risk. 

“Frick started his ca- 
reer by buying coke ovens 
in the slump of 1873. 
Carnegie made $300,000,- 
000 by buying steel plants 
in slumps. 


“Hundreds of fortunes 
have been made by buy- 
ing from pessimists. Ye 
gods! Whata chance there 
is at the moment! 


“Tn five years from now, 
most American business 
men will belong to the 
‘I-wish-I-had Club.’ 


“Then, it will be too 
late to buy a dollar for 
thirty cents. The oppor- 
tunities will be gone. 


“When a horse balks, 
the balk is in his head, not 
in his legs. He moves on 
when he thinks he will. 


» “And when an Ameri- 
can business man is de- 
pressed, the slump is in 
his head. There is noth- 

ing serious to prevent him 
from making money if he 
thinks he will. 

“When Fear rules the will, 
nothing can be done, but 
when a man casts Fear out of 
his mind, the world becomes 
his oyster. 

“To lose a bit of money is 
nothing, but to lose hope—to 
lose nerve and ambition— 
that is what makes men crip- 
ples. 

“This silly depression has 
gone on long enough. Get rid 
of it. It is inside of you. 


“RISE AND WALK!” 
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You cannot afford to handle 
“chain store” Builders’ Hardware 





ONSUMERS expect chain store goods to be of the com- 
mon variety—usable perhaps but inartistic. . . . To 
stock your shelves with merchandise that is sold also to the 
chain stores is to definitely lower your standard in the eyes 
of the shopper. It is important that you present better goods 
—products with individuality and style. Each sale of a 
McKinney product advertises your establishment as the place 
to purchase hardware with character. .. . A merchant should 
supervise his buying by checking the manufacturer’s policy 
of distribution and the up-to-dateness of his line. . . . 
McKinney products are known for their smartness. They 
represent the latest developments in Locks, Hinges, Forged 
Iron and Garage Hardware. They are sold only to inde- 


pendent merchants. 


WP hehe ny LR 


President 


McKINNEY MANUFACTURING COMPANY 
' PITTSBURGH, PENNA. 


McKINNEY HARDWARE 
The Jewelry of the Home 


MCKINNEY FORGED IRON HARDWARE 
MCKINNEY HINGEs (ALL KINDS) 

MCKINNEY BUILDERS’ LOCKS AND TRIM 
MCKINNEY GARAGE HARDWARE AND PADLOCKS 


McKinney Products are not sold to the chains and mail-order houses 


$ 
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The 


HARDWARE 
Hostess 


By ELIZABETH TUTTLE 


R. Hardware Merchant! Have you a hostess 
M in your hardware store? If not, get one. If 

your wife cannot find it possible to act in this 
capacity, then hire some other lady. Get one who is 
bright, cheerful, energetic and courteous. One who 
likes to meet the public and who likes to handle mer- 
chandise. Let her have charge of the arrangement and 
display of the housewares—she will see what it needs 
quicker than you will and she will keep it clean and 
attractive. You will find that she will do a whole lot 
toward solving that problem that is giving you so much 
concern just now, i. e., how to get more of that 85 per 


cent of America’s pay envelope that the women are 
spending. 

She will know how to draw in the women’s trade for 
she understands feminine psychology better than you 
do, even if you’ve studied it, for she is one of them 
while you, Mr. Man—well, the more you study women, 
the less you understand them, anyway. 

Your hostess knows what the women are wanting, 
how they shop around, she knows they are born bargain 
hunters, and when they come into your store “just look- 
ing around” leave it to her to lead them to the newly 
arranged displays and direct their attention to the com- 
pleteness and quality of your stock, which ninety-nine 
times out of a hundred will give Mrs. Customer a far 
better value than she has been getting in similar items 
from other sources. 

The quiet periods of the day will all be used for dust- 
ing and arranging merchandise and the displays when 
finished will have that feminine touch that makes them 
attractive to other women and incidentally makes it easier 
for the rest of your sales force to sell Mrs. Customer. 

In matters of choosing and buying lines which will 
ultimately be sold to women, you will find your hostess 
able to give you invaluable advice, especially in this age 
of color and improvement. The women will talk to her 
more than they will to you, with the result that she 
will get the trends sooner than you will. And when it 
comes to selling articles for Christmas and wedding 
presents, showers, birthdays and bridge prizes, of which 
every hardware store should come in for a nice share, 
your hostess will boost your sales very considerably. 

You see, women have a way of “looking.” They are 
the greatest “lookers” on earth. They look because 
they want to see what’s new and who has it and where 
they’ll find it when they want it. They don’t buy as 
men do. When a man wants to buy something he just 
goes and gets it, but not so with his wife. She wants 
to “look around.” She wants to see what all the stores 
have. Then, obviously, it is up to you to make your 
store look the most attractive to her. Make her want 
the things in your store. Many women will make three 
or four trips to see a thing before they finally buy it. 
Each time they come they must be handled with patience 
and consideration, and they-will be quick to observe 
that your store has the nice merchandise, well displayed, 
and a pleasing atmosphere, all of which is conducive 
to their buying. 

What do women want when they go shopping? Well, 
first, they like attention. When they go into a store, they 
appreciate a friendly greeting. All the world loves a 

(Continued on page 87) 
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UTILITIES PRACTICES 


e see: 
nine 
Sew Yor® City: 


ACK in 1929, this item appeared 
in The New York Journal of 
Commerce. ‘“‘With the close of the 
second week’s investigation of the 
New York Public Service Law, by the 
special commission selected by Gov. 
Roosevelt and the legislature, certain 
conclusions may be drawn. .. .”’ 
“Some interest has also been 
aroused by his (Chairman Pender- 
gast) introducing the question of 
some possible control which the com- 


Andres 
~ Did 
This 


What are 


YOU 


Doing 


mission might be given over the mer- 
chandising activities of the utilities. 
It is evident that if the utilities can 
charge up to operating expenses, ap- 
pliance merchandising activities, 
which they are conducting at a loss to 
increase their electric load, the rate 
base may be seriously affected. It 
is pointed out that utility leaders 
have gone on record as favoring 
merchandising ‘in the red’ for this 
purpose.” 
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Been Interested Many Years 


Boston, MAss.—I have read, with in- 
terest, your article on page forty-four of 
the Aug. 14 issue and have spoken of this 
menace many times. 

It must have been some fifteen or 
twenty years ago that I first called this 
to the attention of the then Massachu- 
setts State Board of Trade, now merged 
into the Massachusetts Chamber of 
Commerce. 

About that time one of. the present 
Superior Court judges, Alonzo R. Weed, 
was chairman of the Commission on Gas 
and Electricity of the State of Massa- 
chusetts, and we were passing up the 
street from the train one night I said, 
“Al, why do you allow these people to re- 


AN you sell gas or electric appli- 
ances at cost or loss and make 

up your profits through increased 
prices on some other commodity you 


have for sale? 


Can you advertise “‘Pay in small in- 
stallments added to your light or gas 


tail all these utensils, which we, and many 
other lines of business, are out to sell.” 
His answer was—“I suppose they are 
interested in selling them to increase 
their load.” My reply was “They can 
secure their output much easier and with 
less harm if they will reduce the price.” 

I had thought at the time that it 
should not have been allowed to be in- 
cluded in their charter and have tried to 
get different organizations to take up 
the matter in a legal way but the pros- 
pect of so long and hard a fight has de- 
terred them from doing this. It is, how- 
ever, surely something that should be 
taken up seriously. 

It would seem as though you were do- 
ing a real service in bringing this matter, 
which has been so many years having its 
harmful effect, to the attention not only 
of the retail hardware trade but to the 
State officials, and to everyone concerned. 

It will be remembered that our Consul 
in Germany in a public address called at- 
tention to the public service companies 
charging several hundred per cent profit. 
We, ourselves, are paying .08% per 
kilowatt hour, and we understand it can 
be produced for .01%. 

We note that the public utility com- 
panies everywhere are prospering, and 
will, while nearly every line of business 
in the retail field is suffering greatly 
from diminished or no profits. The com- 
missions formed by the different states 
for regulation of the public service 
companies generally do not, as_ thev 
should, represent the people, but com- 


placently agree to the suggestions or 
practices of the big companies, and their 
reductions, when, or if made, are ar- 
ranged very skilfully and generally are 
arranged so as to benefit a very small 
number of subscribers. 
D. F. Barser, 
President Chandler & Barber Co. 


Ready to Fight 


Paris, TexAs—In looking over your 
issue of Aug. 14, we were particularly 
interested in the article on page 44, 
“They Sell Appliances, What Next?” 
This is a problem which has been over- 
looked by both the wholesale and retail 
dealers, but it is one which is alive and 
is quite a problem in Texas at this time. 

The light and power companies are 





S$} AROUSE HARDWARE TRADE 


Need Another Hepburn Act 


Kansas City, Mo.—I read with much 
interest your article of August 14 re- 
garding public utilities. 

In the big cities in this district the 
public utilities have waged a terrible 
warfare in the merchandising game. They 
have practically put most of us out of 
business in the gas and electric appliance 
field. 

Now they are spreading to the smaller 
communities. If they grow and develop 
in the next ten years as they have in the 
last five years these utilities will domi- 
nate and control not only the retail sales 
but the manufacturing of gas and electric 
appliances. 

They have a monopoly as they are 


bill”? Will the Government guaran- 
tee you a certain percentage of profit 
on any part of your business? 

If not you are vitally interested in 


fostering some movement to keep 


all handling electric appliances in their 
offices and are selling them at prices and 
on terms which a recognized dealer could 
not begin to meet. The gas companies 
are very active in selling gas stoves for 
heating and cooking. These can be pur- 
chased in most instances from the gas 
company with a very small initial pay- 
ment down and additional small pay- 
ments each month, which is added to the 
gas bill and settled at the same time. In 
special cases they even make better terms 
than this. One case called to our par- 
ticular attention was a dealer in a town 
which has been recently piped for gas, 
and our organization has been helping 
this dealer to sell the gas heaters neces- 
sary for the schools in the town, the 
dealer being particularly anxious to make 
sale as same would amount to about $800. 
The business was placed with the gas 
company at a price which was cheaper 
than our dealer could afford to sell, and 
the terms on a bill amounting to approxi- 
mately $800 was that the school board 
pay $90 down, the remainder of the ac- 
count to be split into three yearly pay- 
ments without interest. You will read- 
ily see that this put the local dealer en- 
tirely out of this deal. 

What can be done toward curbing of 
this kind of competition we do not know, 
but some action should be taken on 
matters of this kind, and our firm stands 
ready to bear its part in anything con- 
sidered necessary to get this matter cor- 
rected. EC. Fox: 


President, National Hardware & Stove Co. 


utility companies out of the mer- 
chandising business. 


guaranteed by State governments, a big, 
fat interest rate on their investments 
and are given the privilege of doing any 
type of merchandising and losing any 
amount of money in monopolistic mer- 
chandising methods, charging such losses 
to service. 

I am glad that you have written on 
this subject and hope that it will be fol- 
lowed up, as such articles will give the 
merchants of the country the inspiration 
and nerve to combat a monster that is 
gradually absorbing gas and electric ap- 
pliance business. 

The only corrective method will be 
through the national government enact- 
ing a law similar to the Hepburn Act 
passed in 1906. 

HaArpWARE AGE can do the hard- 
ware industry a tremendous benefit by 
keeping after this program until such an 
act is passed by the federal government. 

CHARLES B. SCHAEFFER, 
President Bunting Hardware Company 


They Beat the Law 


CINCINNATI, On10—Would you think 
any great utility company having a capi- 
tal amounting to millions would stoop 
to cheat in order to beat a law in effect 
to protect the people? Some do by hav- 
ing organized a _ subterfuge company 
which they own through which they sell 
appliances, thus they beat the law. 
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HOW TO 


Livingston, Montana, is a 
town of approximately six 
thousand with a tributary F g § O RE 


area adding a like number. 


Livingston Hardware Co. has , P P 
BF a By Systematic Plannin g 


ing ranges. This article tells 
how they planned and carried 
ou AREFUL and systematic planning is the first 


through their campaign. requisite toward success in a range selling 
campaign. Then adherence to the plans in 
every detail, coupled with consistent effort 
toward the goal, will start the ball rolling 
and will keep the profits coming in. Hap- 
hazard and indifferent sales methods, .when a “splurge” 
alternates with complete neglect, are 
but little better than no effort at all. 
This is exemplified by the Living- 
ston Hardware Co., Livingston, 
Mont., which has made an enviable 
record merchandising the Monarch 
line of ranges, made by the Malle- 
able Iron Range Co., Beaver Dam, 
Wis. Explaining the methods em- 
ployed by the Montana firm, Edw. 
F. Parriott, president and general 
manager, provided the following de- 

tails: 
“In our town of approximately 
six thousand people, with the tribu- 


eS Pe ty 
os ee 


So: : gigs “, 
hak: 5 
oo ASBESTOS HOLDER 


OUR SLOGAN 
MONEY'S WORTH OR MONEY BACK, 





hy 
Re 4 


. This handy mat 
This advertisement announc- . was used as a gift 
ing the campaign was read- to those called up- 
able, interesting and inspired Fa on by the lady 
confidence in the prospect canvasser 
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WALTON BROS. CO., FAIRBURY, IL/ 


ate jame » O + D. No. 
0 LAND OWNER ps RENTER (Q HIRED MARRIED MAN with family 


‘ 
' 
H 
DATE a5 00. : Livingston Hardware Co. 
« 105 South Main Phone 23 
; Livingston, Montana 
: 
: H KITCHEN CENSUS 
‘ ‘ 
{ + M. 
‘ eee H 
' ' 
‘ ' 
‘ ' 
' ' 
’ No. in Family... .. ..Oceupation.. ...............-. Employer... .. ......-...--- ' pcahecubsguaancanee 
) 4 The presentation of this coupon 
H TIMED. =~ -- = on naam APB n= = = on => a= <2 WOME 2-0-0 -nnno- Mee ‘by the above named party (in per- 
| Automobile Make... .........-..........-.Radio Make # son) at our store entitles them to 
‘ Elec. Washer. ........ Elec. Refrigerator .........Elec. Vacuum Cleaner... .. ..... 8 so i oan, ay ee ni 
Purnace Heat Heater... ..... ..-- --Range.. | FREE, with no obligation whatever. 
' This party is especially interested 
. The above party is interested in literature concerning: | at this pil anne 
' 
; Paint (outside.. ..inside....varnish....lacquer....) Garden Hose............ ' 
H Incubator and Brooder.........Elec. Washer.........Elec. Refrigerator... .... ... : 
' : 
’ ‘ 
e ‘ 
‘ 
’ 


PROSPECT CARD| . 


Elec. Vacuum Cleaner... ....Range.. .. ..Heater...... 












2 





O HIRED SINGLE MAN 





O Corn Planter 


O Furniture 





0 Corn Picker 


O Heater—Stove 









































0 Feed Mill D Oil Cook Stove 

O Gas Engifte O Paint 

O Grain Dump Elevator & Range 

O Grain Binder O Washing Machine 

O Mower O_Dry Goods 

D One-row Cultivator © Clothing 

0 Two-row Cultivater 0 Rugs and Linoleum 

O Tractor O Miscell 

O Thresher OY Remarks, See Reverse Side 
O Wagon Solicitor am”, 











tary territory adding a like num- 
ber, there are always many potential 
buyers of not only ranges, but 
other of the larger items that pay 
a good profit. As we sée it, the 
biggest problem is to locate these 
prospects, then, of course, follow 
through. I propose to outline some 
work we did along this line, to ob- 
tain prospective buyers of these 
larger items, such as ranges, elec- 
trical refrigerators, washing ma- 
chines, radio, etc.—items that we 
are convinced the hardware mer- 
chant has to push if he wishes to 
prosper. I am inclined to believe 
that our plan has given us more for 
the money than anything we have 
attempted heretofore. 

“Our procedure was as follows: 
We advertised our kitchen can- 
vass (the newspaper advertisement 
used for this purpose is depicted in 
an accompanying illustration) and 
sent out a real high-class lady can- 
vasser. We chose for this particu- 
lar position a married lady, well 
connected in lodge and club work, 
having a pleasant and diplomatic 
approach. She was compensated on 
a straight salary basis. Her in- 
structions were to call on every 
home in our city, regardless of size, 


appearance, or whether or not she 
was acquainted with the family in 
question.” 


Special Data Sheets 


To facilitate procuring the spe- 
cific information desired by the 
store, a special data sheet was de- 
vised for the use of the lady can- 
vasser. The data sheets were print- 
ed in much the same form as the 
usual type of duplicating sales book, 
with the exception that one end of 
each sheet was perforated, so that 
it could be torn off and used as a 
coupon. This coupon, when prop- 
erly filled in and presented at the 
store, entitled the recipient to a 
combination asbestos table mat and 
pot holder with the firm’s compli- 
ments. The form of data sheet used 
in the canvass, and the free mat, 
are both reproduced elsewhere in 
connection with this article. 

In referring to this phase of the 
plan, Mr. Parriott made the follow- 
ing comment: “I wish to state in 
this connection that 75 per cent of 
the people receiving the coupons 
called at our store to receive their 
mats. Our town has about 1100 
houses and we secured about 850 
prospect or data sheets from the 


Above: Data sheet used in the 
canvass which brought in much 
valuable information for future 
follow up. Left: Another date 
sheet used by Walton Bros., Fair- 
bury, Ill. Both are described fully 
in the accompanying article 


canvass. You will note that the 
data sheets gave us a line-up on 
each particular family’s needs. Also 
an abundance of other helpful in- 
formation, such as the size of the 
family, where employed, etc. In 
this way we have a pretty good 
guide on what they could afford to 
buy, what they have, and what they 
need.” 

On the reverse side of the data 
sheets penciled notations are made 
as a matter of record, showing when 
and how the prospect was followed 
up from time to time, until they 
were finally seld the items, which 
the data sheet showed were needed. 
As an example the notations on one 
sheet were: “Own their own home. 
Make good money and spend it. 
Want Heatrola.”” This provided the 
outside salesman with just the in- 
formation he required, and at a 
later date the following notation ap- 
pears: “Sold this prospect Heatrola, 
$149.50, Aug. 11, on our free coal 
campaign. Notations on another 
sheet made by the canvasser read: 
“Nice new home. Nicely furnished. 
Want Kelvinator this summer.” 
The outside salesman’s entry on this 
sheet was: “4/7—Will see again on 

(Continued on page 57) 
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Has HENDERSON'S 


HERE are indications that “Old 

Man” Henderson and the Missouri 

Retail Merchants Association have 

come to a “parting of the ways’. 

Henderson has declared for “Trad- 

ing Stamps’—under the “Hello 
World” brand, of course—while the Associa- 
tion referred to “stands pat” on its twenty-five 
year old resolution which reads as follows: 
“The Missouri Retail Merchants Association 
is unalterably opposed to trading stamps and 
gift schemes of all kinds.” 


Secretary Padberg of the Association has 
written Mr. Henderson, stating in no uncertain 
terms the Association’s attitude in the matter. 
Henderson has replied in equally “plain Eng- 
lish” explaining his viewpoint and reaffirm- 
ing his stand in part as follows: “Until I am 
shown in a practical and substantial way to 
the contrary, I will hold to my conviction that 
as a means of impressing and informing those 
who buy and consume, the ‘Hello World 
Trading Stamps’ is both effective and power- 
ful.” 


In fairness to “Colonel” Henderson, we will 
say that while “Hello World Trading Stamps” 
are to be sold only to merchants who are mem- 
bers of the “Merchants Minute Men” organi- 
zation, yet the members of that organization 
are under no obligation, direct or implied, to 
use the stamps. However, if Mr. Henderson 
advertises the stamps over Station KWKH 
and agitates the use of them, that phase of the 
situation may mean very little. 


HARDWARE AGE has been heartily in sym- 
pathy with much of Henderson’s work in the 
past. Generally speaking, we were decidedly 
“for him”. His campaign against chain mer- 
chandising seemed to us to be in the interests 


of the independent merchant and the consumer. 
The general effect of his crusade was good. 


True—we were not “sold” on that part of 
his plan which involved the organizing of re- 
tail merchants. We felt that so long as the 
crusade against chain stores was fostered by 
interests not directly connected with retail 
merchandising—in other words by Henderson 
and his radio audience—it would be success- 
ful; that whenever it appeared to be a selfish 
movement, fostered by organized competitors 
of the chains, it would seem biased, and would 
lose weight with the consuming public. We 
said so plainly in an editorial entitled: “Not 
Henderson, but You”’. 


We did not “enthuse” greatly over that part 
of his campaign which dealt with “Hello 
World Coffee”. However, we felt that at least 
there was no price competition involved, since 
mighty few retail merchants would attempt to 
sell coffee at a dollar a pound. We viewed it 
as a means of obtaining revenue for the oper- 
ation of his radio station, and while we hardly 
favored the principle involved, we felt that the 
results possibly justified the means. — 


But—when it comes to trading stamps,— 
“Hello World” or no “Hello World”,—we are 
forced to disagree with “Old Man” Henderson 
or any one else who advocates their use in re- 
tail stores. We agree whole-heartedly and sin- 
cerely with the Missouri Retail Merchants 
Association in their stand on this matter. 


We do not contend that Mr. Henderson is 
in any way insincere in his belief that trading 
stamps will help the independent merchant. 
We do believe however, that he is mistaken; 
that trading stamps instead of helping the inde- 
pendent merchant, would only add another 
heavy burden to his handicap. 
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We believe, with Secretary Padberg, that 
“Trading Stamps are parasites”; that “they 
live entirely on the independent retailer’s 
labor”; that “they market no goods; build no 
cities; create no opportunities.” We believe 
with him that “Trading Stamps are unbusiness- 
like and deceptive”; that “it is unfair to give 
away merchandise which some other retail 
merchant sells and on which he relies for a 
living”. We believe as he does: “that such 
practices drive men apart. Instead of breeding 
confidence, they breed distrust. Instead of 
building communities they retard them. In- 
stead of feeding a locality, they drain it”. 


The Independent merchant is working 
against price preferentials, now. Trading 
stamps will not help him to buy at lower prices. 
They will merely add to his costs. Meanwhile, 
people who are influenced by price, will not 
be weaned away by trading stamp premiums. 


In his reply to Secretary Padberg, Mr. 
Henderson supports his contentions by refer- 
ring to the use of coupons by the United Cigar 
Stores. Here again “Old Man” Henderson 
seems to have allowed his foot to slip. ‘True 
the United Cigar Stores did use coupons for 
quite a number of years. But—Do you get any 
coupons with the cigars you buy from the 
United Cigar Stores now? Not on your life. 
They quit the coupon plan some time ago, con- 
sidering it a liability rather than an asset. 


Be that as it may, the trading stamp question 
was threshed out in the hardware field years 
ago. Many retail organizations went strongly 
on record against their use in retail stores. 
HARDWARE AGE took an active part in the 
campaign at that time, and has consistently 
maintained its attitude on the subject. We see 
no reason to change that attitude. If trading 


S 5 OOT SLIPPED ? By LLEW S. SOULE 


stamps were detrimental to the hardware trade 
ten years ago, they are just as detrrmental now. 
If it was unfair then to give away with trading 
stamps, goods stocked and sold by other mer- 
chants, it is equally unfair today. 


The principle back of the trading stamp or 
coupon plan is basically wrong. It is unfair 
to the consumer, because the consumer even- 
tually pays for what he gets. It is unfair to 
the merchant, because it permits stamps to pur- 
chase the same goods he stocks to sell for cash. 
In its train is a retinue of dissatisfied custom- 
ers, complaints and trade losses. 


We are glad that the Missouri Retail Mer- 
chants Association has had the nerve to stand 
its ground, even in the face of a break with the 
popular, but in this case mistaken “Hello 
World” Henderson. We hope that Henderson 
will realize the error and throw out the trad- 
ing stamp plan. There is too much good in his 
general campaign to allow it to be sidetracked 
by something which independent merchants 
know from experience to be unprofitable and 
dangerous. 


If not—then we believe that the retail hard- 
ware trade, and all other independent retail 
merchants should line up solidly against any 
movement which involves the handling of 
trading stamps. If they yield, they will only 
be adding to an already heavy burden, and 
helping to bring back a trade practice which 
we sincerely believe is detrimental to their own 
best interests. 


Whenever, wherever or however the use of 
trading stamps in your store is broached, 
watch your step. Regardless of whose foot 
may slip, keep yours on solid ground. 
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Friesland, Wisconsin, where Cupery & DeYoung have made an enviable sales record with washing machines 


Cupery & DeYoung of Friesland, Wisconsin, do an annual 
business of $28,000. Their big profit item last year was 


50 Washers in a Year in a Town of [50 


HARDWARE firm 

that has but 320 families 

on their mailing list 

found nearly one-quar- 

‘er of their gross vol- 

ume and over one-quar- 
ter of their net profits in washing 
machine sales in 1929! The firm is 
Cupery and DeYoung, the town is 
Friesland, Wisconsin, an isolated 
village of 150 population. 

Nick Cupery and Webe De Young 
sold $28,000 worth of merchan- 
dise last year. The sale of fifty 
washing machines, both gasoline 
and electric power, contributed 
largely to the total, and proved the 
outstanding profit item in_ their 
stock. 

But the most startling feature of 
their success in the washing ma- 
chine business is, that while their 
average inventory over a period of 


By M. A. TOUSSAINT 


years is $7,943.07, the average in- 
ventory on washers runs less than 
$500! On a total of $8,000 invest- 
ment, 25 per cent of their profits 
comes from about 6 per cent of their 
investment ! 

This amazing washing machine 
business in a town of but 150 does 
not in the least sound unusual to 
Messrs. Cupery and DeYoung, 
who insist that their trade area 
needed and _ still meeds washers, 

50 


washers are the easiest and most 
satisfactory appliance to sell, and 
above all, washers proved to be a 
most profitable item with them. 

“How do you do it?” we asked 
them, knowing that the ordinary 
hardware dealer in a town of the 
size of Friesland is content with 
the sale of two or three machines 
annually. 

Sound business sense based on 
real profits in washing machine 
volume was the answer Cupery and 
DeYoung gave. They handle only 
such lines as have proved profitable, 
and after giving a line a fair trial, 
if the line doesn’t prove a profit 
maker, it is dropped. Today they 
handle only general hardware, fenc- 
ing and electrical appliances exclu- 
sive of radio. 

The appearance of Cupery 
and DeYoung’s hardware store is 
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one reason for the company’s suc- 
cess. It also proves that one need 
not go to a large city to trade at an 
up-to-date store. The last word 
in display problems has been learned 
by Cupery and DeYoung. Win- 
dows, floors, tables, shelves, and 
appliances are immaculately clean, 
and the array of bright, up-to-the- 
minute merchandise attractively dis- 
played makes the customer want to 
buy. 

In a small community, such as 
Friesland is, the dealer must select 
merchandise for which there is a 
small town and farm home demand, 
as well as a profit maker. Cupery 
and DeYoung have found washers 
to be more in demand than any 
other single article they handle. 

They explain the washing ma- 
chine demand by their experience in 
selling washers to so many rural 
homes. Washing is still the great- 
est drudgery the farm woman 
endures. While her husband would 
not think of working his farm with 
the same equipment his father 
used, the farm wife is still using 
the same washing equipment her 
mother used. : 

Thus, the farm woman, as she 
steps into Cupery and DeYoung’s 
store, and finds washing machines 
in the window and on the store 
floor, is naturally interested in look- 
ing at the machine. Immediately 


either Mr. Cupery or Mr. DeYoung 
begins to sound out her desire for 
a washer. He learns that her 
washer is a tweny-year-old hand 
power machine, that her Mondays 
mean five hours of back breaking 
work. He hears her say that she 
wishes she had a machine. 

Then the work of selling begins. 
It isn’t a problem to sell a farm 
wife on the value of a washer— 
Cupery and DeYoung tell us that 


Washing is still the great- 
est drudgery the farm 
woman endures... often 
she is using the same 
methods her mother 
used. Naturally she 
wishes she had a washing 
machine. Cupery & De- 
Young, hardware dealers 
in the small town of 
Friesland, Wisconsin, be- 
lieve that the small town 
and hamlet merchant has 
a comparatively easy job 
of selling washers. Their 
experience indicates the 
soundness of their argu- 
ment. Read how they 
sold 50 washers last year 
in a town of 150. 


DA A le le eS 


they find every woman in their 
territory has or wants a washer. 

The selling job is convincing the 
family that they should buy a 
washer NOW. Therein lies the 
secret of successful selling—sell 
them on the idea of buying now. 

Of course, a couple of years ago, 
getting washer prospects in Fries- 
land was a much harder job. The 
farmer and his wife were harder to 
convince that the washer was a real 
need. But now—a hundred modern 
washers are in the Friesland trade 
area. The friends of the owner of 
the washer learn of its efficiency 
and Monday relief—the desire for 
washers is greater today and selling 
is many times easier than it was 
two years ago. The proof lies in 
the fact that although during the 
whole of 1929 Cupery and De- 
Young sold fifty washers, in less 
than six months in 1930 they have 
sold thirty-six! 

The small town and hamlet hard- 
ware merchant has a comparatively 
easy job of selling washers, ac- 
cording to both Mr. Cupery and Mr. 
DeYoung, because the small town 
dealer knows his customer’s needs 
and his ability to pay. 

This knowledge results in imme- 
diate sales for Cupery and De- 
Young. They know exactly the 
financial worth of a prospect. They 

(Continued on page 84) 
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Dealers Within Rights in Displaying and Selling 


Home Bottling and Preserving 


Appliances for Home Use 


By WM. B. LEBHERZ 
Vice-President The Everedy Company 


HE summer months have always been trying 

ones for the hardware retailer, due to the fact 

that the seasonal merchandise sold in these 

months cannot compare in volume with the 

seasonal merchandise sold in the fall, winter 

and spring seasons. Of recent years, how- 
ever, there has developed considerable sale over the 
hardware dealer’s counter of home bottling and pre- 
serving appliances consisting of such items as bottle 
cappers, syphon hose, strainers, filters, crocks, funnels, 
etc., which have helped greatly to bring up sales during 
the ordinarily dull summer months. 


In our local community we hold each year a fair, at 
which cattle, hogs and sheep of the farmer are judged 
and awarded prizes, also the products of the housewife, 


consisting of catsup, jellies, fruit juices, etc. Ten years” 


ago the bottled products of the housewife were corked 
with the ordinary cork and dipped in red sealing wax; 
but in recent years this process has changed, and 90 
per cent of the thousands of bottles of home bottled 
products on display at our fair this past year were 
crowned with a crown cap, using, of course, the bottle 
capper. 


One of the largest manufacturers of household ex- 
tracts for making root beer and ginger ale incloses with 
each bottle of the extract a booklet of instructions, and 
in this booklet he recommends the use of the crown cap 
and bottle capper as being the most economical, both 
from the point of material cost and time, besides doing 
a better job of sealing than any of the makeshift meth- 
ods heretofore employed. 


A few years ago this manufacturer of nationally ad- 
vertised household extracts told the writer of this article 
that if every home were equipped with a bottle capper 
his sales of household extracts would probably be trebled, 


because the only difficulty the home bottler of root beer 
and ginger ale ever had was corking, and the home 
bottle capper and crown cap would overcome this diffi- 
culty. 


Recently the Supreme Court of the United States 
handed down a decision in fhe so-called Danovitz case 
in Pittsburgh, which Dr. Doran, prohibition commis- 
sioner, in his instructions to the prohibition agents, de- 
scribes as helpful in running down the bootlegger sup- 
ply houses. The newspapers, in reporting the inter- 
views with Dr. Doran, unfortunately used the words 
“home brew,” which Dr. Doran says he never used in 
the interviews, and, as a result, the hardware dealer 
who sold home bottling and preserving appliances, and 
who realized that possibly some of them were used for 
bottling home-made beers and wines, were frightened. 


All of this fear on the part of the dealers and job- 
bers was due to garbled newspaper reports, since we 
have the assurance of the prohibition commissioner 
that the manufacture and sale of appliances described 
above, for crowning catsups, beverages, and fruit juices 
in the home, is not illegal and will not be interfered 
with. 

However, should the jobber and dealer knowingly 
supply bootleggers who manufacture illicit beverages for 
sale, such jobber and dealer is not operating within the 
law. 


Therefore, to sum up the situation as regards the 
sale of home beverage and preserving appliances, every 
dealer and jobber in the United States should feel that 
he is perfectly within his legal rights in displaying and 
selling such commodities; and he should give them the 
display of space they deserve, as one of the profitable 
and fast moving summer specialties. 
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How Electricity Makes Ice 


ARDWARE merchants who 
H are handling electric re- 

frigerators at the present 
time, or are considering the ad- 
visability of adding the line to their 
stock in the near future, will find 
it helpful to have a working knowl- 
edge of the principles of electrical 
refrigeration. Experience has shown 
that two questions frequently pro- 
pounded by prospects are: “How 
can electricity make ice?” and 
“How much current does it con- 
sume per month?” The merchant 
or salesman, if he is to retain the 
respect of his prospect, should have 
ready replies on the tip of his 
tongue for these and similar ques- 
tions. 

Probably the most simple and 
therefore the easiest understood ex- 
planation of how refrigerators are 
operated electrically can be made in 
the following manner: Refrigera- 
tion by power, either for cold stor- 
age space or to make ice, is based 
on a curious phenomenon of na- 
ture. When heat is applied to a 
liquid its temperature goes up to 
a certain point, then stops rising, 
while a further great amount of 
heat is put into it. At this point 
the liquid then boils away as steam 
or vapor, with no increase in the 
temperature of the liquid. This heat 
that is applied without raising the 
temperature is called latent heat or 
idle heat. If a liquid is held in the 
liquid state by pressure, but at a 
temperature at which it would nor- 
mally be vapor, it will turn to vapor 
upon release of the pressure; but 
it must absorb this latent or idle 
heat that is necessary for the 
change. On the other hand, if 
vapor is compressed, it goes to the 
liquid form, but it must give up 
the latent heat again. In this phe- 
nomenon we have the means for 
making a heat pump. 





Simple facts the hardware merchant 
should know, that he may answer truth- 
fully and intelligently the usual question 
asked by prospects for the sale of elec- 


trical refrigerators. 


As this provides a means for ab- 
sorbing heat from the place that we 
want to make cool, and releases it 
where the heat does not matter, the 
result is power refrigeration. In 
domestic refrigeration, in ice fac- 
tories, cold storage refrigeration 
plants, and artificially cooled thea- 
ters, heat is likewise extracted from 
one place and deposited in another 
place. When a squeezed sponge is 
released in water it absorbs the 
liquid; when squeezed in the air 
it releases water. Now imagine an 
endless sponge like a belt to be run 
around by a wringer. The expand- 
ing portion will absorb water, while 
the squeezed part will shed water. 
The domestic refrigerator uses a 
gas compressor for the wringer and 
sulphur dioxide or some similar re- 
frigerant, having a very low boil- 
ing point, as the endless sponge. 

The gas is compressed into a 
liquid to expel the heat, which in 
turn escapes from the radiator out- 
side. The liquid then expands to a 
gas again inside the evaporator in- 
side the refrigerator, and in this 
process a quantity of heat is ab- 
sorbed from the space. The heat 
absorbed is again expelled through 
the radiator by the action of the 
compressor. As this process is re- 
peated indefinitely, the heat pump 
thus lowers and finally holds the 
temperature at the desired point in 
the refrigerator. Electricity fur- 
nishes the motive power to drive a 
small motor, which in turn runs the 
gas compressor. 

Now, obviously, a way had to be 


devised to interrupt this endless 
cycle, or the refrigerant would keep 
on going around and around, ab- 
sorbing so much heat that finally 
everything in the refrigerator would 
freeze solid. To serve this need, 
every machine is equipped with a 
device, which automatically stops 
the motor, that does the pumping, 
as soon as the temperature falls to 
a certain predetermined point. The 
same device turns the motor on 
again as soon as the temperature 
of the box starts to rise. 

While this device serves the same 
purpose on all machines, it is known 
by varying names, such as thermo- 
stat, pressurestat, mercoid, ete. 
However, their functions are iden- 
tical. All prevent the motor from 
continuing to run when the box gets 
down to the right temperature and 
starting the motor again the instant 
there is any extra heat in the box 
which needs ta be removed. Most 
thermostatic controls are regulated 
to maintain a temperature of below 
50 degrees, as that is said to be the 
critical temperature for bacteria. At 
higher temperatures scientists have 
ascertained that bacteria multiply 
very rapidly. 

Most domestic electric refriger- 
ators do not require any water con- 
nection. The electric cord is sim- 
ply plugged into an outlet socket, 
and that is all. Inside the evapo- 
rator coil, where the heat absorp- 
tion is fastest, may be placed, sub- 
divided trays of water. In a com- 
paratively short time the water is 


(Continued on page 85) 
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Aaron Librett Says 


“Radio Prospects Come to US” 


ARON LIBRETT pro- 
prietor of  Librett’s 
hardware store, New 
Rochelle, N. Y.,  be- 
lieves that hardware 
establishments handling 

radio have one big advantage in 

their favor over stores which deal 
in radio exclusively. In illustrating 
his point, Mr. Librett said: “The 
radio store is obliged to go out and 
look for its prospects, whereas, in a 
hardware store such as ours, the 
prospects come to us. They are our 
regular customers who are brought 
to us frequently by the need for 
items in our line. We consider that 


this constitutes a decided advantage 
and is one of the -principal rea- 
sons, which led us to put in radio, 
after deliberating over the matter 
for some time.” 

It is natural that patrons who 
have dealt with any one store over 
a period of years and have been 
completely satisfied with their trans- 
actions in the past, would prefer 
to purchase a radio set from such a 
source, providing that other con- 
siderations were equal. Most hard- 
ware stores have a real stability 
about them. Their prestige and 
reputation, in the territory they 
serve has required years to attain. 


54 


Radio is given prominent display 
on the sales floor of the Librett 
Store, just in front of the office. 


In many communities, the mere fact 
that such a hardware store offers an 
article for sale, bespeaks the merits 
of that article. As a rule, prospects 
who contemplate purchasing an 
article involving the expenditure 
necessary for acquiring a radio set, 
want to be doubly certain that they 
will have no regrets. In buying a 
set from Librett’s the purchaser 
realizes that the store will make 
good, if through any reason the set 
fails in any respect to perform to 
the owner’s complete satisfaction. 
According to this merchant, who 
speaks from experience, this is a 
greater asset than most hardware 
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merchants would imagine. Only 
experience can demonstrate just how 
helpful it is in actual practice. 

Librett’s have only handled radio 
since February, but during this 
time they have had ample oppor- 
tunity to prove that it isn’t too late 
for the wide awake hardware mer- 
chant to advantageously add radio 
to his stock. In view of the fact 
that many dealers contend so many 
types of stores are selling radio that 
there isn’t any chance for the hard- 
ware dealer to make any money in 
the line, this statement is significant. 
This store, in the midst of the keen- 
est type of radio competition and 
under none too healthy general 
business conditions has shown that 
it can become a profitable speciality 
line and with very little additional 
sales effort. In fact, at Librett’s 
“high pressure salesmanship” is 
carefully avoided, especially with 
regard to radio. 


No High Pressure Methods 


Every set sold has been sold from 
the sales floor and to persons who 
really wanted a radio set in the first 
place. In the opinion of the store, 
this policy makes for more satis- 
factory and agreeable relations be- 
tween the store and radio purchas- 
ers. In speaking of this Mr. Librett 
said: “Considering that we have 
used no ‘high pressure’ sales 
methods, we think we have made 
exceptionally good progress with 
radio in the comparatively short 
time we have handled it.” 

To acquaint regular cutomers 
with the fact that a new line, such 
as radio, has been added to the 
stock, a novel method is employed. 
Each week salesmen are instructed 
to mention the one new item being 
pushed during that particular week. 
This is done as the salesmen wait 


on each customer after their pri- 


mary needs have been served. 
Through this means, the customer 
is notified that the store has added 
a new line and is often the first 
step toward making a sale. In keep- 
ing with this policy each salesman 
in the store is also encouraged to 
cultivate his own group of custom- 
ers. Their customers, in turn, are 





encouraged to ask for that particu- 
lar salesman when they come into 
the store. This enables the store to 
learn much more about their cus- 
tomers than the store would know 
otherwise, as a closer contact is 
maintained. This knowledge en- 
ables the clerk to know who has a 
radio and who does not, and to 
learn considerable about the finan- 
cial status of their customers, which 
is helpful in later dealings. 

At the same time, radio is given 
prominent display space on the sales 
floor. As a usual thing, a group of 
from six to eight sets are displayed 
just in front of the office at the rear 
of the main sales floor, where they 
are conspicuous from almost any 
part of the store, which is L shaped. 
In this display, electric clocks are 
also featured in connection with 
radio. Four different models of 
electric clocks are carried and those 
of the mantel or desk type are shown 
on top of the radio sets. The price 
range of the clocks is up to $110 
for an electric “grandfather’s” 
clock which is displayed next to the 
radio sets. The average stock of 
electric clocks is twelve and the 
margin of profit is larger than usual 
while the turnover is more rapid. 
The clocks as they are displayed on 
top of the radio sets are all running 
and a sign calls attention to the per- 
fect synchronism of the four models 
of electric clocks all keeping exactly 
the same accurate time. 

In merchandising radio the firm 


“The radio store is obliged 
to go out and look for 
prospects, whereas, in a 
hardware store such as 
ours, the prospects come 
to us. We consider this 
is a decided advantage, 
and is one of the principal 
reasons which led us to 
put in radio, after deliber- 
ating over the matter for 
some time.” 

—Aaron Librett. 





follows a different principle than 
that advocated by most radio manu- 
facturers, particularly with refer- 
ence to the warranty phase. Mr. 
Librett explained that most radio 
manufacturers only guarantee their 
sets agamst defective parts for a 
three months’ period, while Librett’s 
extend a practically unlimited guar- 
antee. As interpreted, the store’s per- 
sonal warranty stipulates that the 
set must give absolute satisfaction 
at all times and for an indefinite 
period. Only when this obligation is 
fulfilled does the store consider 
that its duty is ended. One reason 
for this policy is attributed to the 
fact that the general public holds 
the somewhat mistaken opinion that 
the radio sets now on the market are 
strictly fool and trouble proof. 
Since this opinon prevails, the store 
believes that it is advisable to pro- 
vide necessary service gratis in most 
instances. Defective parts are re- 
placed without charge, with the ex- 
ception of tubes which have served 
their natural life. 


Little Trouble with Sets 


Only two types of trouble have 
been encountered by the store. 
3urned out tubes and defective 
power packs are the two types of 
trouble which have necessitated ser- 
vice. At first, chassis requiring a 
new power pack were returned to 
the, factory for replacement, but 
now the store is prepared to make 
the necessary replacements, which 
has pleased the set owners due to 
shorter time required for repairs. 
As the store under the prior ar- 
rangement was obliged to pay trans- 
portation on the chassis both ways 
the plan now in effect also results 
in a savings for the store. In fair- 
ness, however, it should be stated 
that the service problem has not 
constituted a real obstacle to the 
radio department. Two salesmen, 
who have a good working knowl- 
edge of radio have been able to ren- 
der all of the service required in a 
satisfactory manner. 

Sets selling at around $200 com- 
plete are the most popular in the 
store’s territory. The firm has found 
that more expensive sets do not 
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by Bowman Brothers, Inc., architects, Chicago, 

in which city the structure is to be erected. 
Maximum rentable floor area resulting from the 
use of insulated metal walls and an extra floor, 
within the height limit of the zoning ordinance, are 
two of the outstanding features. The framework of 
the building will be of fabricated structural members. 
The walls will be insulated and the floors will be of 
the battledeck type of construction. 

The metal insulated walls offer three major advan- 
tages. Owing to their comparative thinness the usable 
floor area is increased. Their weight is less than that 
of masonry and thereby dead loads are reduced. The 
effectiveness of the insulation as compared to ordinary 
masonry is such that electric heat is likely to be in- 
corporated as a feature of the building. 


The thickness of the insulated metal wall is 34% 
in., whereas the corresponding dimension of fireproof 
spandrel wall construction according to current prac- 
tice is 14 in. The non-rentable area of a building of 
this type usually includes elevators, stairs, public 
halls, chimneys, air ducts, columns, partitions and ex- 
terior walls. Each floor of this building, if designed 
with masonry walls, would have 965 sq. ft. of net 
rentable area. This figure is increased 135 sq. ft., 
or 14 per cent, by the use of insulated metal walls. 
This means that the use of metal construction in- 
creases the income from each floor by 14 per cent. 


Analysis has been made of three types of metal 


A N all-metal apartment house has been designed 





An All-Metal 
Apartment 
House 


Interesting to hardware merchants as a 
development which may drastically affect 
their future sales of builder’s hardware 


and supplies as well as tools. 


wall. These are: (1) sheet aluminum with aluminum 
framework, insulated and waterproofed; (2) sheet 
aluminum with steel framework, waterproofed and in- 
sulated; and (3) a wall built of Allegheny metal, KA2. 
Sheet steel was discarded because of the cost of main- 
tenance. Other metals were studied but discarded 
because of high cost or possible impracticability. 
Riveting the sheets in place was discarded as also 
impractical. Welding was-considered costly and not 
necessary. It has been decided to clamp the sheets 
to the framework with straps, all edges having been 
formed to permit lock-seaming. 

This 314-in. insulated metal wall is regarded as 
equivalent to a 86-in. brick wall in insulation value. 
Erection time saved by use of the metal wall is an 
important item in the cost of the building. 

Floor construction was considered from the view- 
points of cost, time to erect and sound insulation. The 
types considered were: (1) reinforced concrete floor, 
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girders and columns; (2) rein- 
forced concrete floor, steel girders 
and columns; (3) tile and joist 
floor, steel girders and columns; 
(4) flat arch tile floor, steel girders 
and columns; (5) all steel battle- 
deck floor, steel girders and col- 
umns, spandrel wall with brick fac- 
ing and hollow tile backup; and (6) 
all steel battledeck floor, steel gir- 
ders and columns, spandrel wall of 
metal filled with mineral wool. 


For a typical 25-ft. span, floor 
thickness (including finish floor) 
for the flat tile arch construction 
would be 161% in., and for the bat- 
tledeck steel floor 9 in. 

In the part of the city where this 
building is to be erected 20 stories 
are now permitted under the pres- 
ent zoning ordinance. The saving 
in the thickness of floors will per- 


mit one and one-half additional stories without sac- 
rificing clear ceiling height and thus an extra floor is 


available as rentable space. 


Sheet Metal 
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| Current Practice 


Battledeck flooring reduces waste height, and suggested use of 
electric or indirect heating eliminates the direct radiator 


This metal building is to be fabricated almost en- 
tirely in shops, thereby reducing the time and cost of 


erection at the site. 


How to Sell More Ranges by Systematic Planning 


Kelvinator.” As Mr. Parriott says: 
“Each sheet tells a story and we 
have 850 of them.” 

The data sheets are kept in a 
filing cabinet, segregated under 
their proper classification of articles 
needed. They then are worked sys- 
tematically at the most opportune 
season. If no particular need is 
shown for any of the items enu- 
merated on the sheet, they are filed 
in regular order. The information 
thus provided is, of course, of in- 
estimable value if it is used for 
what it is worth, but is absolutely 
worthless unless utilized to its full- 
est extent. In pointing out the ne- 
cessity for making full use of the 
information provided by the sheets, 
and relentlessly following the pros- 
pects up until they are sold, Mr. 
Parriott says: “While this is all very 
fine, the thing we have to watch 
closest is to follow up all of these 
prospects. Just as in golf and in 


the vernacular of the golf links, a 
long drive is an inspiration; the 


(Continued from page 47) 


approach is essential, but putting is 
50 per cent of the total game.” 

A somewhat different form, pro- 
viding practically the same type. of 
information on prospects for ranges 
and other major items, is used by 
Walton Brothers Co., Fairbury, IIl. 
This form is printed on a regular 
small-sized filing card. The reverse 
side of the card is likewise used for 
remarks, and on one such card. 
showing that a new range is needed, 
the following comment appears: 
“Saw wife at M. E. Church supper. 
Now have Radiant Home cast range. 
Have had it 15 years. The Mrs. sis- 
ter has a Monarch. Must have a 
new range before Xmas. Good pay. 
Mrs. ready to buy—get Mr. in the 
notion.” 

M. Gordon of the Walton 
Brothers Co., in giving the high- 
lights of the range selling methods 
used by the firm, said: “We can- 
vass the country a great deal and 
have had wonderful success. We 
trade for used: ranges as part pay 


We rebuild the 
used ranges and have a good de- 


on new ranges. 


mand for them at prices ranging 
from $10 to $50. Our aim is to sell 
a high-grade range that will give 
customer satisfaction. Our boys 
talk stoves every chance they get 
to perspective buyers of stoves and 
ranges. If any customer ever men- 
tions ranges to our three boys, the 
party’s name is entered on a pros- 
pect card and is later called on at 
the home. If we fail to sell the 
prospect the first trip, we keep call- 
ing until we are successful. The 
names of our prospects are for- 
warded to the range company and 
they mail literature to our custom- 
ers.” 

In Tawas City, Mich., a town of 
3000 persons located in a thinly 
populated trade territory, the Bark- 
man Mercantile Co. made a direct 
canvass, followed by an intensive 
selling campaign with remarkable 
results. Notwithstanding that four 

(Continued on page 85)° 
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T the end of July total 
A contracts for building 
and engineering work 
let this year in the 37 States 
east of the Rocky Mountains 
had amounted to $3,005,541,700, 
which was 18 per cent behind 
the contract volume for the first 
seven months of 1929. Owing to 
a surprisingly low July figure 
after a high total in June, the 
, latest month’s total was a set- 
back, perhaps temporary, in the 
gradual upward struggle of the 
construction industry toward a 
normal volume of operations; 
at the end of June the contract 
record was only 12% per cent 
behind last year. 


It is to be noted that in 1921, 
following a moderate rise in the 
spring, construction contracts slumped off for sev- 
eral months to July, resumed an upward trend in 
August and proceeded continuously upward in a 
general construction revival; this trend in 1921 was 
particularly marked in residential building contracts, 
then as now the most critical factor in the situation. 
While many conditions today are different from those 
of 1921, the course of revival in that earliest depres- 
sion period may have some bearing on the probable 
course in 1930. 


inge Largely 


e Building 


. By 
THOMAS S. HOLDEN 


Vice-President in Charge of 
Statistics and Research, 
F. W. Dodge Corporation, 
New York 


The accompanying chart 
shows conclusively the para- 
mount importance of residen- 
tial building in the current bus- 
iness depression. Its decline 
has been far more severe and 
more prolonged than the de- 
cline of non-residential build- 
ing; the movements of the resi- 
dential building curve have 
regularly anticipated the move- 
ments of non-residential build- 
ing volume, and business looks 
to a definite upturn in residen- 
tial building as the signal of 
yeneral business revival. 


Index numbers of residential 
building contracts have turned 
upward in the past few months; 
they have slipped back, but 
have remained above the pre- 

vious low point. The record volume of public works 
and utilities projects started this year has mitigated 
considerably the severity of business depression, but 
it has been insufficient to offset the decline in resi- 
dential building. The contract record for the first 
seven months of 1930 has been divided as follows: 
residential building, $663,745,100, 48 per cent be- 
hind last year; non-residential building, $1,378,191,- 
600, 13 per cent behind last year; public works and 
utilities, $963,605,000, 21 per cent ahead of last year, 
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and well above the records of similar periods in any 
previous years. These percentage spreads from last 
year’s record all looked better at the end of June 
than at the end of July, due to the low July contract 
total. 

During these months of distressingly low con- 
struction activity there have been steady accumula- 
tions of plans and money and, recently, some im- 
provement .of business confidence. Contemplated 
public works and utilities projects have been re- 
ported this year in double last year’s dollar volume; 
contemplated non-residential projects reported thus 
far have exceeded by 14 per cent the amount reported 
in the plan stage in the first seven months of last 
year; contemplated residential projects have dropped 
off in about the same proportion that contracts have 
fallen, but plans for projects in this class are usually 
neither made nor reported as far in advance of con- 
tracts as in other classes of work. Of more sig- 
nificance for residential building was the announce- 
ment several weeks ago by the National Survey of 
Real Estate Boards that a survey of lending institu- 
tions in a number of large and medium-sized cities 
showed a total of more than a billion dollars avail- 
able for loans on residential projects. 


Business Recovery Hinges on House Building 


It is probably correct to say that business recov- 
ery hinges more on the exact status of residential 
building demand than on any other single thing. If 
this country had today a housing shortage such as it 
had in 1921, there could be little question that the 
stage is now set for revival and rapid improvement. 
But, it became evident in the early months of this 
year that our four years of peak residential activity, 
1925 through 1928, had produced a surplus of hous- 
ing which was only partially liquidated by reduced 
residential activity in 1929. Each month of subnor- 


subnormal activity effected progress in this process 
of liquidation of residential oversupply. 

The past few months of severe depression do not 
represent the entire period of readjustment to date; 
they represent the climax of a readjustment that has 
been going on in some departments of housing activ- 
ity and in some sections of the country since 1925 
and in the entire national field of residential building 
since the middle of 1928. Small house building 
reached its peak in 1925 and has declined steadily 
ever since, the residential peak of 1928 having been 
principally due to large-scale apartment building. 

Total real estate activity in this country, as meas- 
ured by numbers of transactions, was at the peak in 
1925 and has declined steadily ever since. Of the 50 
largest cities in the country, 17 had their peaks of 
construction activity in 1925 or before, 8 in 1926, 13 
in 1927, 8 in 1928 and 4 in 1929. Local readjust- 
ments were going on in many centers long before 
the restricted credit conditions of late 1928 and of 
the year 1929 made the residential building and real 
estate decline national in scope; building volume 
was on the downgrade a long time before it gathered 
the momentum of descent that has been so spectacu- 
lar in the past 12 months. 

There are some other evidences besides the long 
duration and severity of the present depression that 
seem to point the way to better conditions. Interest 
on four to six months commercial paper turned down 
in November of last year; the curve of new bond 
issues took a definite upward turn in December. 
These are the customary first indications that usual- 
ly result six to eight months later in increased resi- 
dential building. Recent vacancy surveys have 
shown normal vacancy conditions in cities of various 
sizes and in different sections of the country. The 
National Association of Real Estate Boards, report- 
ing the results of its latest semi-annual survey, 
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» gry building for public works and utilities has gained 
21 per cent in seven months of this year over last year, resi- 
dential building is 48 per cent behind and non-residential building 
13 per cent off. 

House shortage in 1921 brought building boom which aided mate- 
rially to lift business depression, but no such shortage exists today. 

However, survey shows that single-family dwellings and apart- 
ment houses are in normal supply and demand ratio. 

Individual home today is being sold in competition with auto- 
mobile and many other so-called luxuries. While automobile prices 
have declined, home-building costs have advanced, thus narrowing 
market for homes. 

Assembled house, with many sections built in the shop ready for 
erection, may solve problem of bringing cost factor to a point of 
widening home-building market. 


apartment house have at present a healthy, normal 
ratio of supply and demand throughout the country 
as a whole.” The writer interprets this statement 
as meaning that liquidation of residential oversupply 
has been approximately completed in most centers; 
there are naturally some sore spots in which condi- 
tions will be subnormal for some months to come. ° It 
does, however, seem entirely possible that residential 
activity may increase in enough communities in the 
last four months of this year to register a definite 
upturn in the general residential building curve and 
that liquidation of residential oversupply should be 
completed practically everywhere by the end of the 
year. 


Money Available for “Legitimate” Projects 


A significant factor in all the announcements of 
lending institutions is the usual stated condition to 
the effect that plenty of money is available for 
“legitimate” residential projects, but not for “specu- 
lative” projects. In so far as the term “speculative” 
is applied to all housing produced for sale or rent, 
this is a statement of a policy of extreme conserva- 
tism that will have to be modified before large-scale 
residential building activity will be resumed. Nor- 
mally two-thirds of the total investment in residen- 
tial building activity (which includes hotels, apart- 
ments and one and two family houses) is in apart- 
ment projects and in house development projects. 
These are the classes of projects that were most 
overdone in the peak years; these are the projects 
that have declined most severely; these are the ones 
that must come back, if we are to resume a normal 
volume of residential building activity. But, if such 
a thing is possible, they should come back on a busi- 
ness basis, as opposed to the speculative basis of 
housing production we have known heretofore. 

As between the peak of our residential building 
boom and the trough of the present depression, ex- 
penditures for dwellings erected singly have fallen 
off 17 per cent; for hotels, 33 per cent; for apart- 
ments, 56 per cent; for house development projects, 
56 per cent. Within the important class of resi- 
dential building, the field of activity which produces 
housing on a wholesale scale is the really critical 
factor in the situation; it always has been. 


-~ Ty 


When the business world passes through a pe- 
riod of atonement for its speculative sins, there is 
always much searching of the heart to extract good 
counsel for guidance in the future and many good 
resolutions looking toward prevention of the recur- 
rence of past excesses. Many of the good resolu- 
tions are forgotten when boom times come again, but 
some of them are likely to stick. 


Some Resolves to Eliminate Speculation 

The more substantial builders, subdividers and 
real estate men have learned the lesson that exces- 
sive and uncontrolled speculation in real estate and 
building not only brings about depression, but tends 
to undermine values over long periods of time, if not 
permanently. They are now resolved to exercise a 
greater measure of control than ever before, largely 
through local and national real estate boards, 
through which more frequent and more careful sur- 
veys of new building requirements are being made 
and more complete cooperation with city-planning 
officials may be effected in order that the haphazard 
city growth of the past may give way to business- 
likes advance-planning for more efficient communi- 
ties. They are enlisting the interest of financiers 
and lending institutions in plans for better systems 
of financing prospective home owners; they are 
studying the taxation problem, to see whether mount- 
ing assessments are unduly discouraging purchases 
of individual homes. 

Out of these tendencies are likely to come strong- 
er, better financed, more responsible residential de- 
velopment companies; we may not eliminate the 
“shoestring” operators, but they are out of the mar- 
ket today and they may return only after the more 
responsible operative builders have so improved 
their methods and strengthened their positions that 
they will dominate their field. 

Realizing that the individually owned house is in 
competition with both the rented house and with the 
apartment, students of housing economics are giving 
the most careful study to the relative merits of 
various types of housing. One of the most striking 
developments of the recent boom was the produc- 
tion of apartment buildings on a much larger scale 
than ever before; there were several years in which 
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as many family units were produced in this country 
in multi-family buildings as in single-family houses. 
Increased urbanization, rehabilitation of urban areas, 
and the fact (or at least, a. very strong suspicion) 
that the apartment does effect economies by whole- 
sale production methods that have not yet been 
achieved in wholesale production of one and two- 
family houses, all seem to point toward a continued 
upward trend of apartment building. 


Assembled House May Come to Cut Costs 


There is also recognition today that the individual 
house is being sold in competition with automobiles, 
radios, attractive clothing, commercialized entertain- 
ment, good schools, summer camps for the children 
and every other kind of attractive goods that tempt 
the money out of consumers’ pockets. Looking at 
the automotive industry (as every other industry 
does), the building industry sees that its success 
was due primarily to two important achievements: 
(1) it turned out a product so good that everybody 
wanted one; (2) it found a way to make the product 
cheap enough for practically everybody to have. It 
is well recognized that all the many meritorious im- 
provements in housing and housing facilities have 
been effected at continually increasing costs to the 
purchaser, thus reaching an ever-narrowing market. 
Today, architects, engineers, and manufacturers are 
studying the problem of technological improvements 
in uses of materials and processes of construction 


uct (the building) to the customer, and thus auto- 
matically widen the market for new residential 
buildings to reach income classes which cannot to- 
day either purchase new buildings or rent space in 
them. Much interesting experimentation is going 
on in this country and abroad. It remains to be 
seen whether the factory-produced house is the solu- 
tion of the problem or the apartment (better planned 
and produced on a business basis). But there is a 
distinct tendency toward more fabrication in the 
shops and less assembling by hand on the job; for 
example, metal casements assembled complete with 
frames, screens and adjusters sold as a unit, ready- 
mixed concrete delivered on the job ready to pour, 
large-sized wall units of metal backed by a couple of 
inches of insulating material, floor units of steel 
plates and joists assembled with reinforced gypsum 
blocks for insulating purposes, doors with the hard- 
ware supplied at the factory, and numerous other 
cases could be cited. 

It is to be noted that most of these experiments 
indicate the possibility of much wider use of metals 
as building materials. There is, however, much re- 
search on other types of materials looking toward 
wider uses on the basis of greater efficiency and re- 
duced building cost, such as clay products, gypsum, 
and various other products available to the modern 
builder. Out of this competition for technical im- 
provement and out of the increased realization of the 
economics of the assembled building, we may expect 
notable progress in the coming decade. 





that will cut the cost of the assembled finished prod- 





Factory Tests New Electrical Equipment in Its Own Experimental Kitchen 


EVERAL manufacturers have 
S fully equipped experimental 
kitchens or testing labora- 
tories, where each product is sub- 
jected to rigorous tests under actual 
home conditions. Appliances failing 


to meet a fair-trial, under such use 
as the average housewife would give 
a similar article are not placed on 
the market until they have been per- 
fected to the point where they will 
finally give the ultimate purchaser 





complete satisfaction in every respect. 

Sometimes the period of tests for 
one appliance will extend over fif- 
teen months. During this time, the 
appliance is actually being used by 
the girls employed in the experi- 
mental kitchen or laboratory for this 
specific purpose. Some experimental 
kitchens are supervised by competent 
home economics experts. 

One manufacturer, in commenting 
upon the precaytions taken to assure 
the ultimate user of entire satisfac- 
tion with an appliance said: “We 
feel that it is only fair to the cus- 
tomer to do all of the experimenting 
here at the factory rather than to 
make the appliance; send it out and 
have the woman in the home do the 
experimenting herself.” 

Experimental kitchens are also 
used for educational purposes and 
classes are conducted in them for 
sales people, demonstrators and 
home economists. Some manufac- 
turers have invited all salesmen or 
sales ladies to spend as much time 
at the experimental kitchens as their 
own companies will permit, so that 
they may become thoroughly con- 
versant with the merchandise they 
are selling. 


Courtesy Landers. Frary & Clark 








HARDWARE AGE for AuGUST 28, 1930 





Henderson and Retailers Split on Trading 


Stamp Issue 


Radio Orator Insists on Selling “Hello World’’ Stamps, Despite 


K. HENDERSON, whose 
W radio attacks on the chain 

stores caused such strong 
agitation a few months ago, seems 
to have gone a bit too far in his 
effort to obtain revenue to finance 
his broadcasts against “the Wall 
Street gang of loafers.” 

The “Fighting Colonel,” as he 
likes to be called, gathered in much 
money by selling memberships in 
his Merchants’ Minute Men organi- 
zation at $12 each and by retailing 
“Hello World” coffee at $1 per 
pound. The dealers were willing 
enough to contribute the member- 
ship fee and did not object serious- 
ly to the coffee deal although, to 
quote L. F. Padberg, secretary of 
the Missouri Retailers’ Association, 
they did not consider the latter to be 
“exactly right.” 

But now they are proceeding to 
lay down the law to the Colonel be- 
cause he is agitating the use of 
“Hello World” trading stamps— 
sold by himself, of course, and 
ostensibly for the welfare of Station 
KWKH. The trading stamp idea 
represents a form of merchandis- 
ing that many retailers are trying to 
get away from. In fact, their or- 
ganizations have succeeded in hav- 
ing the stamps made illegal in four 
of five States—thus falling back on 
the old and convenient expedient of 
having enacted law try to do some- 
thing for them that they could not 
accomplish for themselves. The 
various State and local associations 
set down policies against the use of 
stamps on the ground that they rep- 
resented an unnecessary tax upon 
the retail store, and called upon all 
members to banish them from their 
business. But there were cheaters ; 
hence the legislation. 


Opposition of Dealers 


By R. W. Clarke 


In Printers’ Ink 


But it seems that Mr. Henderson, 
in airy disregard for all this, got the 
idea that trading stamps would be 
a powerful weapon to aid the retail- 
ers in their fight on the chains. He 
admitted the stamp was an expense 
to the dealer, but thought this was a 
small item to be considered, inas- 
much as the consumer would wel- 
come and want profit-sharing facili- 
ties of that kind. Reasoning thus, 
what kind of stamp better than the 
“Hello World” variety could be 
used ? 

Also, who was in a better position 
to merchandise them than Mr. Hen- 
derson with his radio station? 

I have been able to secure copies 
of some interesting correspondence 
between Secretary Padberg and Mr. 
Henderson in which the whole mat- 
ter is aired. 

Mr. Padberg, whose office is in 
St. Louis, wrote to Mr. Henderson: 

“Tt has been reported in a meet- 
ing that you are going into the trad- 
ing stamp business. That you are 
selling them over the radio, thereby 
educating the people to expect some- 
thing for nothing, from the inde- 
pendent retailer. 

“That the ‘Hello World’ stamps 
are their legitimate cash discount, 
thereby inferring the independent 
retailer has been overcharging. 

“Are you going to be a party toa 
scheme that will foster an unbear- 
able burden on the independent 
retailer ? 

“Do you realize if he adopts your 
trading stamp scheme, he must 
either overcharge or rob himself? 

“In either case, the chain store 
will have the most formidable 
weapon, ‘price appeal.’ 

“Do you realize the injury you 
are doing some independent retail- 


ers, when you encourage the other 
to give away their wares? Instead 
of creating harmony you sow dis- 
cord. 

“Now listen! You were doing 
good to the public when you exposed 
the chain-store menace, their thiev- 
ing practices, their detriment to the 
public. 

“The laborer, the wage earner, 
never realized his own elimination 
as he did since you told the chain- 
store story over the air. 

“The independent retailer did not 
condemn your practice of selling 
coffee at $1 per pound, although he 
did not consider it ‘exactly right,’ 
because he realized the impossibility 
of operating your station without 
revenue. 

“To show his appreciation of your 
work, the independent retailer 
donated to you, he joined your 
Minute Men. 


A Twenty-five Year-Old Fight 


“The members of the Missouri 
Retail Merchants Association have 
sent you thousands of dollars to help 
you continue this work. They have 
been fighting’ trading stamps, and 
chain-store systems over twenty-five 
years. 

“Because you brought their story 
into the home, they joined hands 
with you. 3500 copies of the 
Missouri Messenger carried your 
story into the homes of the members 
monthly, 15,000 inserts are placed 
into packages each month, thereby 
finding their way into the hands of 
the father, the mother, the child, 
requesting them to tune in on 
KWKH and listen to Henderson. 

“Our members have praised your 
work, at meetings and conventions. 
Officers were going out into many 
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towns, organizing new associations, 
have praised your work, and advised 
to tie up with you, to contribute. 

“The independent retailer has 
spread your good work over his 
counter, to the public, personally. 

“You have grown to be one of 
America’s most popular men. No 
man ever received ready financial 
as well as moral support as you did, 
from the American public.” 

“Now, are you going to throw this 
aside for a few paltry dollars? Are 
you going to help foist a system on 
the independent retailer more vicious 
than any chain-store system? Be- 
tween both, the independent retailer 
faces extermination. 

“Trading stamps are parasites. 
They live entirely on the indepen- 
dent retailers’ labor. They market 
no goods. They build no cities. 
They create no opportunities. Most 
merchants, realizing their mistake 
too late, give up the ghost, or the 
stamps. 

“Now, Mr. Henderson, if you are 
the courageous man we think you 
are, give us an expression that is 
honest and frank. We must choose. 
There is no neutral ground. If you 
intend to go with the trading stamps 
scheme, we are against you. 

“It then becomes my duty as sec- 
retary of the Missouri Retail Mer- 
chants Association to stand by their 
resolution, which is over twenty-five 
years old, one we reiterate annually ; 
namely, the Missouri Retail Mer- 
chants Association is unalterably 
opposed to trading stamps and gift 
schemes of all kinds. 

“The schemes are unbusinesslike 
and deceptive. It is unfair for one 
merchant to give away another’s 
merchandise, on which he relies for a 
living. Such practices drive men 
apart. Instead of creating confi- 
dence they breed hatred. Instead of 
building communities they destroy 
them. Instead of feeding a locality 
they drain it. 

“We intend to stand by this reso- 
lution. We hope your intention is 
to be the independent retailer’s 
friend and not his enemy, thereby 
becoming an ally of chain-store sys- 
tems. 

“Let me hear from you soon.” 

Mr. Henderson replied at once, 
informing Mr. Padberg that he 
never yet had joined in a cause that 
he was unwilling, candidly and 
openly, to attempt to justify. And 





then the letter proceeded like this: 

“The trading stamp was deter- 
mined on by me—not only as an 
effective means of aiding in the 
fight through publicity, but as a 
powerful means of appealing to the 
selfish side of the purchaser and 
consumer. Selfishness is not to be 


commended, but more often than 
any of us might be willing to admit, 





W. K. Henderson at his Shreveport 
Microphone 


it is invariably persuasive and, not 
infrequently, it is the channel 
through which you have to go to 
educate the greater part of the 
world. 

“The making up of my mind as 
to the value of the trading stamp 
was not in the least determined by 
how it would be immediately ac- 
cepted by the independent dealers or 
merchants. I apprehended their 
opposition in the light of their want 
of understanding. This want of 
their understanding was more than 
offset by my confidence in what their 
judgment would be in the light of 
an acquired understanding. 


Not Objectionable 


“You, nor any other who offer 
objections to the trading stamp, will 
contend that they are objectionable 
to the purchaser or the consumer. 
To safeguard belief in your own 
sincerity, you will have to admit so 











patent a fact. The determination 
of this fight depends—not on what 
the man who has the merchandise to 
sell wants, but on what the man who 
buys the merchandise wants, and the 
tradesman who cannot subordinate 
his own views to the views of those 
upon whom he must depend to sur- 
vive is a failure before he starts. 

“The merchant who is able to in- 
crease his business through a method 
that appeals to customers and which 
draws them to his place of business 
and, then, is unable to take care of 
any justified increased cost incident 
to it, will not and cannot succeed on 
any basis. 

“By way of stressing the point 
that the customer is the man to 
please, I will cite as a concrete ex- 
ample an incident that occurred in 
New York’s leading, most popular 
and successful hotel. A patron, or 
guest of the hotel, was in a con- 
troversy with one of the clerks at 
the desk and it became necessary to 
call in the manager for its adjust- 
ment. The guest stated his side of 
the case and the manager immediate- 
ly declared that the patron or guest 
was right whereupon the clerk re- 
marked that he had not been heard. 
The manager replied that in all 
fairly controversial questions this 
hotel had no right to be heard be- 
cause—in such instances, the guest 
and patron of this hotel was always 
right. I concede the difficulty of 
impressing this wholesome truth 
upon many of our inexperienced in- 
dependent business men—however, 
T have hopes. 

“Did it occur to you that a mem- 
ber of the national organization of 
M. M. M.’s required or implied no 
obligation + to use ‘Hello World 
Trading Stamps’? Though, under 
contract with the Hello World Trad- 
iny Stamp Corporation they are 
precluded from selling them to any 
one other than a member of the 
M. M. M. 

“Until I am shown in a practical 
and substantial way to the contrary, 
I will hold to my conviction that as 
a means of impressing and inform- 
ing those who buy and consume, the 
‘Hello World Trading Stamps’ is 
both effective and powerful. 

“In support of my contention as 
to the advantage cf the trading 
stamp, I refer you to those success- 
ful institutions that have adopted it 

(Continued on page 82) 
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Customs men in New 
City 


ment of scissors 


from Germany, concealed 
bales of old rags, 
Hamburg-American liner “AI- 
bert Ballin” on Saturday, Aug. 
16. 
Department, disguised as long- 
shoremen, trailed the eight in- 
nocent-appearing bales from 
the pier to a warehouse at 29 
Willet Street, and arrested three 


Increased Activity 


York | men, 
seized a smuggled ship- 
that arrived | 


| 
| 


in | Bronx. 
aboard the} address. 


Agents of the Treasury | 


who gave their names as 


Jacob and Charles. Stern and 
Eli Rosenblum, the latter of 
1484 Washington Ave.,_ the 


The Sterns gave no 

The photograph reproduced 
here shows how the cases were 
wrapped in burlap and padded 
at the corners to give them the 
appearance of bales. Other ar- 


rests are expected, according to | 
Cutlery carries a | 


the agents. 
heavy duty. 


in Chain Store 


Inquiry Necessitates Additional Staff 


(From Our 


Practically doubling the num- 
ber of the staff engaged in the 
extensive chain store inquiry, 
the Federal Trade Commission 
has taken up an intensive study 
of activities on which little or 
nothing was accomplished pre- 
viously owing to shortage of 
personnel. 

The 


include 
One re- 


new activities 
three undertakings. 

lates to a review of income 
statements and balance sheets | 
contained in financial reports of | 
chain stores together with the 
necessary follow-up of incom- 
plete and inconsistent figures. 
Another concerns an intensive 
follow-up of the chain stores | 
with a view to producing an | 
adequate number of reports. 
The third consists of following 





ey | 
up several thousand — chain | 
stores, cooperative chain, whole- 
and independent retail sched- | 


ules for supplementary general | 
ae ’ =e 
information and the correction | 
of obviously erroneous figures. 


Washington Correspondent) 


The Commission reports that 
most of the foregoing work is 
well under way and that when 


| it is completed it will be pos- 


sible to begin tabulation and 
analysis of the huge amount of 
material gathered. It has been 
stated that the follow-up work 
is developing greater returns 
of schedules. Some stores, in- 
cluding the independents, have 
not returned schedules in the 
volume which had been hoped 
for. 

The follow-up work brought 


in 603 additional chain store 
schedules representing 8693 
stores in June and July. This 


brings the total number of chain 
store systems reporting to 1663 
and increases the total number 
of stores reported for to 65,367. 
Included in the returns of chain 


ware group, listed as lumber 
and implements. 
The number of chains and 
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IMPORTED SCISSORS SEIZED BY U. S. CUSTOM MEN | 


stores represented in the fore- 


| going figures follow: 


Chain Number of 


| Systems Stores 
| Groceries ........ 371 42,751 
IAI i Sia acois Pe eed 5,242 
| eer ee 171 1,904 
Department— 
General and Dry 
oO eRe R 22 2,914 
Ns awit ve 410 3,689 
as 110 4,035 
Furniture and 
Musical Instru- 
7 Se 42 277 
Confectionery and 
es 38 677 
MD, Foss ree 4 23 3,394 
Hardware— 
Lumber and Im- 
plements ...... 56 484 
1,663 65,367 





| stores are 56 chain system with | Several 
484 stores in the so-called hard- | aounced 


| following members of 





M. W. FLAGG REPRESENTS | 
SECHTMAN HARDWARE 


M. W. Flagg is now covering | 
part | 


part of Connecticut and 
of Massachusetts for Sechtman 
Hardware Co., 140 
St., Hartford, Conn. Mr. 
Flagg had previously been with 
E. C. Atkins & Co., 
lis, Ind.; Supplee-Biddle Hard- 


ware Co., Philadelphia, Pa., 
and Chase-Parker Co., Boston, 
Mass. 


This group picture was taken 


at the Turner Brass Works, 
Inc., Sycamore, IIl., at the time | 

| 
of the sales convention, held 


early in July. The convention 
signalized the start of another 
Turner sales campaign, but 
under the recently appointed 
salesmanager, R. Patten. 
new items were an- | 
at the convention. 
Reading left to right are the 
the or- 


J. Walter Becker, 


>. 


ganization: 


Governor | 


Indianapo- | 


NEW YORK KNIFE CO. 
CHANGES SALES POLICY 


J. E. Fuller, president, New 
York Knife Co., Walden, N. Y., 
has announced a new selling pol- 
In the future the organiza- 
intends to sell its entire 
product, at regular 
| through unrestricted public sale. 

The next sale will be held 
Tuesday, Sept. 16, at 1:30 p.m., 
| at the salesroom of E. Bissell 
| & Co., 133-135 Greene St., New 
| York City, auctioneers and 
commission merchants. 

The goods will bear the well- 
euciia name, Hammer Brand. 
This brand will be continued as 
in the past, with exactly the 
same high grade merchandise 
that has been manufactured in 
| the organization’s shop at Wal- 
den, N. Y., for moré than 80 
years, according to Mr. Fuller. 
He states that all materials are 
of the very finest quality, as- 
| sembled, finished and inspected 
| by skilled cutlers. 


icy. 
tion” 
intervals, 


TURNER BRASS WORKS SALES CONVENTION 





vice president and general man- 
ager, C. Wendel Muench, ad- 
vertising director, C. I. Horo- 
witz, export manager, R. S. 
Patten, sales manager, P. M. 
Dreyfuss, N. Y. Metropolitan 
representative, George F. New- 
man, New England representa- 
tive, J. R. Hollingsworth, west- 
ern representative, B. D. Starr, 
southern representative, C. F. 


Masterson, manager, bronze de- 


A. E. Meigs, 
and Seaboard 


partment and 
Pennsylvania 
representative. 
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Thomas Gray Bennett Passes, a Former 


President of Winchester Repeating Arms 


Thomas Gray Bennett, for | 


21 years president of the Win- | 
chester Repeating Arms Co., 
New Haven, Conn., died in that | 
city on Tuesday, Aug. 19. Mr. 
Bennett was born in New Ha- 
ven in 1934. At the age of 17 
he joined the Union forces. Dur- | 
ing the Civil War he 
wounded and promoted 
captaincy of the 29th Connecti- 
cut Volunteers. Following his 
discharge from the army he | 
entered the Sheffield Scientific 
School, Yale University, and 
after graduating entered the) 
employ of the Winchester Co. 

During his connection with 
that organization he served as 
secretary, treasurer, director 
and vice-president, and in 1890 
was chosen president. In 1911 
he resigned as president, but | 
continued vitally interested in 
the affairs of the company as 
consulting director. 

From 1884 to 1902, Mr. Ben- 
nett was a member of the Cor- 
poration of Yale University, | 
also serving as a trustee of the 
Sheffield Scientific School, and 





was 
to a| 


TRUE & BLANCHARD CO. | 
DEALERS’ CONVENTION | 


True & Blanchard Co., Inc., 
Vt., held its sixth 
annual dealers’ convention on 
Aug. 5, which was attended by 
Atwater Kent radio dealers 
from northeastern Vermont and 
northern New Hampshire. It 
was one of 86 similar conven- 
tions being held at the same 
time, and was attended by more 
than 60 dealers. The conven- 
tion met in the Newport armory, 
where Warren Milne, a factory 
representative, explained in de- 
tail the new sets offered by the 
company. C. G. Taylor, W. W. 
True and George Benware, 
members of the Newport firm, 
also spoke. 

After the convention the 
members ‘and their guests took 
a trip to the Canadian line on 
the S.S. Anthemis. Upon con- 
clusion of dinner, in Newport, 
four new models of the Atwater 
Kent set were unveiled. The 
Atwater Kent hour broadcast 
was listened ta by the conven- 
tion members. A. Atwater 


Newport, 





Kent, president, Atwater Kent | 
Mfg. Co., Philadelphia, Pa., a | 
native of Vermont, was a fea- | 


| director of the 





THOMAS GRAY BENNETT 


as a member of the board of 
| managers of the Yale Observa- 


In addition, he was a 
First National 
Bank of New Haven. He 


survived by a son, Winchester 


tory. 


1S 


Bennett, of New Haven. 
ture of the hour, as was the 
broadcasting of “The Golden 


Voice” march, composed by Ar- 
thur Pryor, famous bandmaster, 
and dedicated to the new radio. 
The ladies of the party attended 
a theater party as guests of 
the distributors. Mrs. C. G. 
Taylor, Mrs. W. W. True and 
Mrs. George Benware_ were 
hostesses. 

Charles G. Taylor, head of 
the radio division of True & 
Blanchard, Inc., said the con- 
vention was the most successful 
ever held in that town. 


ESTWING APPOINTS FOUR 
NEW DISTRIBUTORS 


Estwing Mfg. Co., Rockford, 
Ill., recently appointed as dis- 
the Estwing un- 


tributors of 


breakable 
and hunting 
Hardware & Iron Co., Albany, 
N. Y.; Huey & Pilp Hardware 
Co., Dallas, Tex.; Salt Lake 
Hardware Co., Salt Lake City, 
Utah, and W. Walker & Son, 
Toronto, Canada. These tools 
may now be bought through 
160 leading wholesale distrib- 
utors. 


hammers, _hatchets 


knives; Albany 








SIDNEY GLASS JOINS 
HOUSE-BOND HARDWARE 


Sidney Glass, formerly gen- 
eral manager, Buckelew Hard- 
ware Co., Shreveport, La., was 
recently appointed as general 
manager of the House-Bond 
Hardware Co., wholesale and 
retail distributors of tools, house 
furnishings, paints, builders’ 
hardware and hotel supplies. 
The concern operates three 
stores in Memphis, Tenn. 





CHARLES WOLFERZ JOINS 
SCHRADE CUTLERY CO. 

Charles Wolferz has joined 
the sales organization of the 
Schrade Cutlery Co., Walden, 
N. Y., as sales representative 


| in the Metropolitan district and 


sell the Everlast- 


to 


vicinity, 





CHARLES WOLFERZ 


ingly Sharp pocket knife and 
Safety Push Button knife 
lines. He has a host of friends 
in the cutlery buying trade, and 
a long experience in the field. 
Mr. Wolferz has been con- 
nected in the past with Mas- 
bach Hardware Co., New York 
City and Remington Arms Co., 
Inc., New York City. 

At present he is busy making 
his round of calls on the trade. 
His private address is 111 
Brookfield, Ave., Nutley, N. J. 





WILLIAM JOHNSON, INC. 
FORMED BY OLD FIRM 


Arthur Johnson of Newark, 
N. J., has announced the for- 
mation William Johnson, 
Inc. president of the 
new organization, which has 
purchased the assets of the 
partnership, which had _ been 
established by William Johnson 
since 1830. It had been oper- 
ated by William Johnson and 
his descendants since its found- 
ing. The firm manufactures 
mechanics’ tools and hardware 
specialty lines. 


of 


He 


is 


Liabilities of the partnership | 


have also been assumed by the 
corporation, which is composed 
of those formerly interested in 


| the partnership. 


| 
| 
1 
| 
| passenger 


RAILROAD WILL OPERATE 
CONVENTION SPECIAL 


The Pennsylvania Railroad 
has announced the Hardware 
Convention Special, to run in 
connection with the annual con- 
vention of the National Hard- 
ware Association and the Amer- 
| ican Hardware Manufacturers 
| Association, to be held in At- 
lantic City, N. J., Oct. 20-23, 
1930. It will be a through train 
from Chicago, Ill, to Atlantic 
City, N. J., leaving the former 
city on Oct. 19 at 12.30 p. m. 
from Union Station. It leaves 
Pittsburgh, Pa., 11.00 p. m.,, 
| Oct. 19 and arrives at Atlantic 
City, N. J., Oct. 20 at 9.30 a. m. 
Members from Detroit, Cleve- 
land and Columbus may join the 
special at Pittsburgh. The 
trains makihg this connection 
| leave Detroit, Mich., 1.30 p. m.; 
| Cleveland, Ohio, 7.00 p. m., and 
Columbus, Ohio, at 4.33 p. m., 
Oct. 19. 

Reduced of fare and 
one-half and fare and _ three- 
fifths for the round trip, on 
the identification certificate plan, 
have been authorized for the 
convention. They may be pro- 
cured from Charles F. Rockwell, 
secretary, 342 Madison Ave., 
| New York City, or George A. 
Fernley, secretary, 505 Arch St.. 
| Philadelphia, Pa., for present- 
| ing to ticket agent when buy- 
ing tickets. Reduced rate tick- 
ets, which may be used on the 
special and all fast limited 
trains of the Pennsylvania Rail- 
road will be on sale in the Cen- 
tral Passenger Association ter- 
ritory from Oct. 16 to 22, in- 
clusive. Tickets purchased on 
the fare and one-half basis will 
bear return limit of Oct. 29. 

Tickets on the fare and three- 
fifths basis are good for 30 days 
in addition to date of sale. 
Fares from Chicago to Atlan- 
tic City on one and one-half fare 


rates 








are $47.28, and the fare and 
| three-friths rate offered for 
| $50.44. Pullman rates are $9.00 


| lower berth, $7.20 upper berth, 
} compartment $25.50, compart- 
| ment and drawing room for 
$31.50. A minimum of two 
railroad tickets is required for 
occupancy of compartment or 
drawing room. J. A. Oliver, 
representative, is in 
charge of this service, phone 
Central 7200, Chicago. 

HAMMER BRANCH MGR. 
OF READING HARDWARE 
| A. J. Hammer, formerly as- 
| sistant to the late William F. 
| Duffield, manager of the New 
| York City branch of Reading 
Hardware Corp., Reading, Pa., 
| has been made manager of that 
branch. Mr. Duffield’s death 
was recorded in the August 21 


issue of HArpwarE AGE- 
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Carborundum Buys Abrasive Div. of 


American Glue Company 


Announcement is made by 
the Carborundum Co., Niagara 
Falls, N. Y., of the purchase 
of the abrasive division of the 
American Glue Co., Boston, 
Mass., long known in_ the 
trade. The purchase is effec- 
tive as of Aug. 8. The new 
organization will be known as 
the Union Sand Paper Division 
of The Carborundum Co. 

Manufacturing operations will 
be continued at the Union plant 
at East Walpole, Mass., and 
at Brantford, Ont., where all 
the established brands of coated 





abrasive products, including sili- 
con carbide, aluminum oxide, 
garnet, flint, emery, waterproof 
finishing papers and abrasive 
disks under the titles of Union 
Brand, Alumite Brand and va- 
rious other long established 
trade names will be produced. 

The main office of the Union 
Sand Paper Division will con- 
tinue to be maintained at 121 
Beverly St., Boston, Mass. 
Branches are at New York City, 
Chicago, Ill.; Detroit, Mich.; 
St. Louis, Mo., and High Point, 
NAS. 





PROFITS FROM WASTE 
STUDIED IN BROOKLYN 


With twenty six members 
present the August 14 meeting 
of the Brooklyn Hardware As- 
sociation set a new record for 
August attendance. The even- 
ing was devoted very largely 
to informal discussions on sub- 
jects mentioned in the notice. 
The dominating theme was 
“profit from waste’ which 
brought out some very inter- 
esting and helpful suggestions 
from Henry Bond, H. A. Vogt, 
Edward F. Daily, R. J. Atkin- 
son and H. A. Cornell. Presi- 
dent Robt. L. Hammond pre- 
sided and conducted the discus- 
sions. Secretary Robt. Pear- 
sall read correspondence and 
minutes of the previous meet- 
ing. Mr. Cornell gave further 
details about the Metropolitan 
outing. It was announced that 
at the September meeting the 
Hardware Boosters would pre- 
sent their playlet “A Day with 
the Traveling Salesman” as 
given last February at the At- 
lantic City, N. J. convention of 
the Pasha. 


THE OSWEGO TOOL CO. 
FORMS A NEW CORP. 


On August 11 
national Nutyp Tool Corp., 
took control of the Oswego 
Tool Co., Oswego, N. Y., at 
which time a complete change 
in management became effec- 
tive. A new system of merz- 
chandising will be put in opera- 
tion at once, and new tools will 
be added to the Oswego line 
to round out and enlarge the 
volume of business. Expansion 
of the plant is under considera- 
tion, by the possible merger of 
some new companies with the 
International Nutyp Tool Corp. 

H. W. Stone, former presi- 
dent of the U. S. Hoffman 
Machinery Corp., New York 
City, is president and general 


the Inter- 





manager, and E. B. Russell, 
former head of the Security 
Finance Co. and sales manager 
for Peerless Mills, Inc., is now 
vice-president and treasurer. E. 
W. Fulton, vice-president and 
works manager was formerly 
general manager of The Os- 
wego Tool Co. 


GEORGIA JOBBERS WILL 
AID HARDWARE DEALERS 


To assist hardware retailers 
in meeting all competition and 
to place the hardware business 
of the State of Georgia upon a 
higher plane, the Georgia 
Wholesale Hardware & Mill 
Supply Association was recent- 
ly organized. In February and 
March preliminary meetings 
were held. The regular meet- 
ing held April 22 at Macon, 
Ga., was for the general dis- 
cussion of a program of activi- 
ties for that purpose. 

Officers of the association 
are: president, W. A. Parker, 
Beck & Gregg Hardware Co., 
Atlanta, Ga.; vice-president, 
George Winship, Fulton Sup- 
ply Co., Atlanta, Ga. and sec- 
retary-treasurer, J. M. Cook, 
Beck & Gregg Hardware Co., 
Atlanta, Ga. The association 
has been divided into two 
groups, the hardware’ group 
and the mill supply section. 
T. R. Frazer, Rome Hardware 
Co., Rome, Ga., is chairman of 
the hardware group, while 
George Winship is chairman of 
the mill supply group. W. W. 
Drummy, Simmons Hardware 
Co., Atlanta, Ga. is chairman 
of the publicity and trade re- 
lations committee. Mr. Frazer 
is chairman of the membership 
committee. 

Officers of the Georgia Re- 
tail Hardware & Implement 
Ass’n. met with the wholesale 
distributors committee during 
the convention, in May, to per- 
fect definite plans for co-opera- 


bsisting of 





tion on the part of both jobber 
organizations and the retailers. 
The association appointed a 
trade relations committee, con- 
J. E. Robinson, 
Thomasville, Ga. the newly 
elected president; C. W. Truitt, 
Commerce, Ga., retiring presi- 
dent and D. Holmes, Cordele, 
Ga., with Walter Harlan acting 
as secretary to the retailers 
committee. 


WARREN EDWARDS QUITS 
TRADE’ PAPER STAFF 


Warren Edwards, secretary, 
the National Pot & Kettle Club, 
and secretary, the National 
House Furnishing Manufactur- 


WARREN EDWARDS 


ers’ Association, has resigned as 
vice-president of the House 
Furnishing Review, Chicago, 
Ill. He had been with that 
publication for the last 18 years. 

“W.E.,” as he was known, 
became secretary of the Na- 
tional Pot & Kettle Club at its 
organization in 1925, at a 
meeting held in the Chicago 
Furniture Club. When the 
National House Furnishing 
Manufacturers’ Association was 
organized, he was one of its 
most active promoters and was 
made secretary. Mr. Edwards, 
whose resignation took efiect 
with the publishing of the 
August issue of the paper, has 
only taken two short vacations 
since 1912. He plans to take a 
rest and has not announced his 
plans for the future. 


CHANNON REPRESENTS 
ALTORFER BROS. CO. 


Channon Co., Chicago, Ill. 
has been appointed as distribu- 
tor of ABC washers, manufac- 
tured by the Altorfer Bros. Co., 
Peoria, Ill. In addition to the 
Cook county territory, in IIlin- 
ois, as announced in the August 
14 issue of HARDWARE AGE, the 
concern has the territory, in- 
cluded in Lake county, Illinois 
and Lake county, Indiana. 





DOYLE IS_ VICE-PRES. 
INDEPENDENT LOCK CO. 


Election of the Hon. Bernard 
W. Doyle, as vice-president and 
the Independent 
Fitchburg, Mass. 
to officers of 
that company on August 20. 
Mr. Doyle is well known as 
the founder of the Viscoloid 
Co., now the Dupont-Viscoloid 
Co., and through his connection 
with several nationally known 
firms. In January of this year 
Mr. Doyle completed 
terms as Mayor of the city of 
Leominster, Mass. 

At the same time, a consider- 
able increase in capital stock of 


the Independent Lock Co. was 
made known. No change is 
contemplated in the manage- 
ment of the company. Morris 
Falk, president and treasurer, 
remains in active charge and 
sales are under the direction of 
John J. Meyer. 

A Program of expansion for 
development of several new 


director of 
Lock Co., 


was announced 


several 


.|lJines was outlined at the meet- 


ing. Work will start immedi- 
ately on a number of the new 
projects. In May the door 
check division of the Worcester 
Taper Co., was absorbed by the 
Independent Lock Co. The 
complete line of liquid door 
closers, formerly known as the 
Worcester Blount, and also a 
line of air controlled checks, 
are now made in the Indepen- 
dent plant. 


LUCAS COUNTY GROUP 
HOLDS ANNUAL BANQUET 


Lucas County Retail Hard- 
ware Club, Toledo, Ohio, held 
its eighth annual picnic at 
Heather Downs Golf Club on 
Aug. 13, under the management 
of George R. Hoffman, assist- 
ed by a committee of six of his 
associated members. An old- 
fashioned picnic dinner was 
served, at which 137 members 
and guests were seated at the 
table. After dinner the retail- 
ers played the wholesalers’ 
baseball team. The retail team 
won the event. Other sports 
and events were part of the 
program. 

James B. Carson, secretary 
of the Ohio Hardware Asso- 
ciation, Mrs. Carson and their 
daughter, and Mr. and Mrs. 
George R. Hoffman were 
among the visitors. Hardware 
merchants from other parts of 
the State were present. The 
entire affair was considered a 
complete success. 
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KENTUCKY RETAILERS TO 
HOLD GROUP MEETINGS 


At a recent meeting of the 
Kentucky Retail Hardware As- 
sociation executive officers, it 
was decided to hold a series of 
group meetings during the last 
two weeks in October. The fol- 
lowing places were selected as 
being the logical points: Eliza- 
bethtown,, Monday, Oct. 20; 
Frankfort, Wednesday, Oct. 22; 
Covington, Friday, Oct. 24; 
Danville, Wednesday, Oct. 29, 
and Middlesboro, Friday, Oct. 
31. All of these meetings will 
be held in the evening. 

As the locations are ideal it 
is expected that there will be 
a good attendance at each meet- 
ing. Local dealers, where meet- 
ings are being held, will have 
charge of arrangements for sup- 
per and meeting place. The 
committee will arrange for a 
Dutch Treat Dinner for all ex- 
pecting to attend. After the 
dinners the meetings will be 
held. It is expected that the 
programs will be of interest, as 
all attending will be given the 
opportunity of joining the dis- 
cussions. 


Cc. L. PATTERSON DIES; 
FORMERLY Du PONT 


Charles L. Patterson died at 
his summer home, Fair Hills, 
near Chadds Ford, Pa., from-a 
heart attack, at the age of 74. 
He was a retired vice-president 
and director of E. I. du Pont 
de Nemours & Co., Wilming- 
ton, Del. He was a native of 
Pottsville, Pa. 

Mr. Patterson had served as 
an engineer with Reading Coal 
& Iron Co., the Lehigh Valley 
Railroad and the Lehigh Valley 
Coal Co. Later he was an offi- 
cial of the Repauno Chemical 
Co., which became affiliated 
with the du Pont interests. At 
the time of the organization of 
the du Pont concerns into the 
E. I. du Pont de Nemours Co., 
he was made director of sales, 
which post he retained until 
1907. Since that time he had 





served as a director and vice- 
president of the company, until 


his retirement several years 
ago. 
ELDRIDGE AND MOSES 


WARANCH ARE PARTNERS 


Moses Waranch and Eldridge 
Waranch have formed a part- 
nership, operating under the 
name, Southern Paint & Store 
Equipment Co., -at 404 Monti- 
cello Ave., Norfolk, Va. It was 
incorrectly stated in the Aug. 14 
issue of HARDWARE AGE that a 
Mr. Eldridge was the partner 
of Moses Waranch. 





LOUISVILLE RETAILERS 
HOLD ANNUAL OUTING 


Recently members of the Re- 
tail Hardware Club of Louis- 
ville, Ky., held their annual out- 
ing at Cedar-Strohm, the beauti- 
ful country home of J. C. 
Kirchdorfer, Sr., near Buechel, 
Ky. Pie eating, horse shoe 
pitching, shotput, foot races, 
melon eating, potato racing, 
sack races, broad jumping and 
many other interesting and en- 
joyable events were part of the 
program. 

The outing and a_ chicken 
supper were free to all the mem- 
bers and guests attending, num- 
bering more than ninety in all. 
Officers of the association for 
1930 are: H. E. Russman, presi- 


dent; W. F. Hartmetz, vice- 
president, and Joseph Kirch- 
dorfer, Jr., secretary and treas- 
urer. 


PORTMAN IS MANAGER OF 
ILLINOIS IRON & BOLT 


C. A. Portman has been ap- 
pointed general manager of the 
Illinois Iron & Bolt Co., Car- 
pentersville, Il]. He was asso- 
ciated at one time in an execu- 
tive capacity with the American 
Can Co., New York City, and 
more recently was general man- 
ager, for 10 years, of the OIl- 
iver Plow Co., South Bend, Ind. 


A year ago he moved to Up- 


land, Cal., 





1930 
| 


where he made his | 
home until appointed to his new | 
duties on Aug. 4. 





JESS YINGLING JOINS 
DALLAS JOBBERS 


Yingling has joined 
Higginbotham-Pearlstone 
Hardware Co., Dallas, Tex., 
wholesale hardware  distribu- 
tors. He had previously been 
with a local distributor and at 
an earlier time was connected 
with the Moroney Hardware 
Co., Dallas, Tex., wholesale 
hardware distributors. Mr. | 
Yingling will handle the entire 
line in the city of Fort Worth, 
Tex. 

Higginbotham-Pearlstone has 
taken on a complete line of 
plumbing supplies and the com- 
plete line of floor coverings 
made by Delaware Floor Cov- 
ering Products Co., U. S. Sani- 
tary & Mfg. Co., Peerless Mfg. 
Co., Gulf States Pipe Corp., 
Midland Mfg. Co. Lavelle 
Rubber Co., Eagle-Picher Lead 


Jess 
the 


Co., Chicago, Ill., Republic 
Steel Corp., Dearborn Brass 
Co., Cedar Rapids, Iowa and 


Capital Brass Co. 





H. M. HENDERSON DIES; 
WELL KNOWN SEED MAN 


Howard M. Henderson, gen- 
eral manager of the Peter Hen- 
derson Seed Co., New York 
City, died in the hospital at 
Hollister, Cal. as a result of 
an automobile accident north of 
that city on Aug. 18. With him 
was R. T. Cremer, a realty op- 
erator, San Diego, Cal., who 
suffered a broken arm. 

Mr. Henderson, who was 39 
years old and a nephew of’ Pe- 
ter Henderson, founder of the 
company, was driving, with Mr. 
Cremer at the wheel, when the 
car overturned. He is sur- 
vived by his widow and two 
children, with whom he had 
been spending the summer in 
San Diego. The two men were 





returning from a fishing trip 
of several weeks. 


ARTWARES SHOW WILL BE 
HELD IN BOSTON, MASS. 


The first New England Na- 
tional Artwares Show will be 
held at the Copley Plaza Hotel, 
Boston, Mass., Sept. 8-12. The 
National Gift and Art Associa- 
tion and the New England Gift 
and Art Retailers’ Association 
have perfected plans which will 
make this show an historic and 
outstanding style event in the 
annals of gift and artware mer- 
chandising. A recent survey of 
more than 2000 retail buyers, 
dealers and representatives who 
serve the New England field, 
of which Boston is the center, 
indicated that not more than 
25 per cent attend the national 
shows at Philadelphia, Pa., and 
New York City. To cultivate 
more intensively the whole 
New England territory the na- 
tional association has sent spec- 
ial invitations to these buyers to 
attend the first show. 

On Sept. 10 an informal get- 
together dinner will be held at 
the hotel where the show is be- 
ing held. For retailers’ consul- 
tation, F. Hilliard Young, man- 
aging director of the Associated 
Merchants of New England, has 
been secured. He will hold pri- 
vate conferences with store op- 
erators, at no expense to them, 
for the discussion of their in- 
dividual problems. Appoint- 
ments for these consultations 
should be made through the sec- 
retary of the exhibition upon 
arrival at the registration desk 
at the hotel. 

Boston is celebrating its Ter- 
centenary, the 300th anniver- 
sary of its founding, giving 
added interest to buyers visit- 
ing the show. Special arrange- 
ments have been made, by co- 
operation with the mayor and 
other city officials, for visiting 
buyers to tour the city and visit 
many historic shrines and points 
of interest in and near Boston, 
Concord, Lexington and Plym- 
outh. Reduced round trip fares 
are available for these trips. 





At the time of the sales convention of The F. E. Myers & Bros. Co., 


Ashland, Ohio, P. A. Myers, president of the company and 


Mrs, Myers entertained salesmen, members of the office force, and factory superintendents and foremen at their home in Center 


St., Ashland, Ohio. The convention was described in the August 14 issue of Hardware Age on page 61. 


Mr. and Mrs. P. A. 


Myers, Guy C Myers, vice-president, Mr. and Mrs. A. N. Myers and G. D. Myers are standing in the front row of the —— 
which was taken at the Myers home 
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HOW’S BUSINESS > 
COING TO BE NEXT MONTH * 


CHARTED BY UNITED BUSINESS PUBLISHERS, Inc. 


HIRTY-FOUR ECONOMIC EX- , , : ] os 
‘Danae OF BUSINESS A general disinclination to buy has tempting better buying, but the majority 

_PAPERS PUBLISHED BY THE largely defeated any stimulation that might of manufacturers are pursuing a Conserva- 
une Panag Pestinens, Ex. have been anticipated from price selling, tive policy of watchful waiting 


“HERE PRESENT A COMBINED 
OPINION ABOUT THE COURSE OF 


and on many merchandising lines colder 


Responsibility for continued depression is 


BUSINESS DURING THE MONTH OF weather rather than economic improve- . i 
SEPTEMBER. GOVERNMENT AND ment will increase retail trade. being placed by.many on world conditions, 
OTHER RECORDS PROVIDE YOU WITH and impartial observers comment upon the 
HISTORY OF RECENT MONTHS. THIS The scarcity of rentals in comparison to American situation as largely the result of 
BOARD OF EXPERTS DEALS ONLY . . . ° 
sue hepaiiitien:: Cuat-himane the number of houses for sale reflects the stimulation of non-essential consumption 
ARE BASED ON CLOSE CONTACT general public’s reluctance to enter long- that cannot be maintained by our present 
WITH THE MORE THAN 400,000 term commitments and indicates some net-wage scale. 


Ry SERS Te | TES continued feeling of uncertainty among 
labor and salaried classes. 


PUBLICATIONS IN FAR - FLUNG 
FIELDS OF RETAILING AND INDUS- 
TRY. 


With vacation seasons over and relief from 
general hot weather and a relaxation from 


There is a tendency, as displayed by the au- the acute drought conditions, September 


tomotive industry, to use the psychology of should, however, be a month of definite re- 
innovations in new goods in the hopes of cuperative progress. 


THE COURSE OF BUSINESS FORECAST FOR NEXT MONTH 





BUSINESS SALES 


RETAIL STOCKS 


COLLECTIONS COMMENTS 





Passenger cars 20% less, 
—— 10% Png ™ in 
| pt. than in Aug. Pas- 
AUTOMOTIVE senger cars 25% to 30% 
less, trucks 13% tess than 

Sept., ’29. 


Passenger cars 5% great- 
er, trucks slightly less 
in Sept. than in August. 
a lower than Sept., 


x New Passenger car mod- 
fions Sbout “the ‘same, | el expected to boost 
trucks better in Sept. | Sales only to a_ limited 
than in August. Both ¢xtent. Agricuttural 
slower than Sept., '29. | Situation will reflect on 

truck sales. 








| Sales in September about 

DEPARTMENT | same or slightly less than 

STORES | August and 6% to 8% 
under Sept., ’29. 


| About the same in Sep- 


tember as in August, and 
about 8% under Sept., 


Will continue about the — price selling is not being 
same in September. No- found especially effective 
ticeably slower than as a stimulant. 

Sept., ’29 | 











September — show 

very perceptible increase 

HARDWARE over August, but some- 
| what less than Sept., ’29. 


Little change in _ retail 
stocks which will be 
— under Sept., 


Fall repairs and replace- 
Should show’ improve- ments should begin to 
ment—but slower than accelerate seasonal up- 
Sept., '29. turn after dull summer 
months. 








Life insurance about 
same, fire and casualty 
better in September than 
in August. Better out- 
look in all lines than 
in Sept., °'29. 


INSURANCE 


| Increasing activity in in- 
Collection situation is | dustry. Should show a 
improving in all lines. | favorable reflection in 
| premium incomes’ and 

new business. 





On a par with August or 
JEWELRY | slightly larger in Sep- 
— below Sept., 


Larger in September 
than in August—but be- 
low Sept., ’29 





Anticipated improve- — 

ment in September over | This industry has weath- 
August—but slower than | ered conditions better 
Sept., '29, except in the | Comparatively than some 
far southwest. | of the necessity lines. 








Steel production should 
MACHINERY run about 65% of capac- 


METAL ity in September, and 
PRODUCTS considerably under Sept., 
METALS - 





Larger pipe orders and 
fair volume of structural 
steel and reinforcing bar 
tonnages being main- 
tained. 











September will show de- 
crease of about 4.6% 


PETROLEUM from August—but_in- 
(Gasoline) _— of 7% over Sept., 


Decrease of about 9/10% 
in September over Aug- 
ust, with an increase of 
24.9% over Sept., ’29. 


Stabilization of produc- 
tion promises recovery of 
= of present profit 
osses during last half of 
year. 














eos ee ae nates in 
residential construction 
PLUMBING with continuance of satis- 
AND factory volume along in- 
HEATING dustrial lines. 


Purchases based largely 
upon immediate needs. 


. September business 
Fair. should show definite im- 
provement. 








Slow progress expected 

in ge = et As ge A 

pairs so at retail as 

SHOES Sept., '29, but at lower 
prices. 














Slight increase in stock 
in September—due to in- 
troduction of fall mer- 
chandise— 15% under 
Sept., ’29 





Collections about 30% | Colder weather influence 
off Sept., ’29. Shoe in- - 
dustry fortunately not an | poll nga 
extensive credit trade. 
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Wholesale Price Index 
Declined In June; Now at 84 


With decreases noted in most com- 
modity groups too great to offset the 
slight increase in other groups, the 
wholesale price index of the Department 
of Labor shows a further decline of 2.8 
points during July, compared with the 
month of June. 

The index, which includes 550 price 
quotations, weighed according to the 
importance of each commodity, stands 
at 84 for July, compared with 86.8 for 
June and 100 for the year 1926. Based 
on these figures the purchasing power 
of the 1926 dollar represented $1.19 dur- 
ing the month of July. 

Farm products decreased as a whole 
6% per cent in average price from June 
to July, according to the report. Foods 
declined over 4% per cent during the 
same period. Prices of hides and leather 
products as a group were somewhat 
lower than the month before, with prac- 
tically no change reported for boots and 
shoes and other leather products. 

Textile products continued downward, 
with cotton goods, silk and rayon woolen 
and worsted goods, and other textiles all 
participating in the decline, the report 
stated. In the group of fuel and lighting 
materials, there were slight advances in 
anthracite and bituminous coal, while pe- 
troleum products declined, causing a small 
net decrease in the group. Metals and 
metal products again averaged lower, 
with small declines in most iron and steel 
products and larger declines in non-fer- 
rous metals. Prices of building materials 
continued to decline, while chemicals, 
drugs and _ pharmaceutical fertilizer 
materials, and mixed fertilizer were be- 
low the preceding month. House fur- 
nishings showed no changes, while in the 
miscellaneous group there were few de- 
clines, 

Decreases 


from June levels were 


shown in the three large groups of raw 
materials, semimanufactured articles and 
finished products, while nonagricultural 
commodities and the group of all com- 
modities other than farm products and 
foods also declined, it was asserted. 


GENERAL MARKET 
NEWS orf tHE WEEK 











Hardware Demand 
Gains Moderately 


New York, Aug. 27.—Following 
the usual mid-summer lull, the na- 
tion’s hardware demand has begun 
a moderate expansion during the 
past week. With the single excep- 
tion of Cincinnati, all of the lead- 
ing market centers report a slight 
increase in activity. It appears that 
wholesalers are beginning to re- 
ceive orders which will bring retail 
stocks up to a nearer normal level, 
after being at a very low ebb for 
some months. Fall merchandise is 
moving in fair volume, with further 
improvement indicated. 

Housewares and painting supplies 
continue to be the two most active 
major lines. Ammunition and 
hunting supplies are being shipped 
to dealers. An excellent demand 
prevails for preserving and bottling 
equipment as well as for canning 
supplies. 

The trade generally expects a 
more appreciable quickening of the 
demand following Labor Day and 
prospects for the last four months 
of the year are considered fairly 
good. Few wholesalers, however, 
expect the year’s sales volume to be 
on a par with 1929. 

A somewhat easier tendency has 
developed in the price situation, al- 
though most quotations are holding 
fairly steady under the stress of a 
relatively light demand. No dras- 
tic advances or declines appear im- 
minent at the moment. 

In the majority of the principal 
markets, the credit situation is re- 
ported as satisfactory. 





Revenue Freight Loadings 
Show Further Decrease 


Loadings of revenue freight for the 
week ended Aug. 9 totaled 904,158 cars, 
according to the Car Service Division 
of the American Railway Association. 

This was a decrease of 14,178 cars un- 
der the preceding week, and a reduction 
of 187,996 cars below the same week in 
1929. It also was a decrease of 140,111 
cars below the same week in 1928. 


Credit Men Find Collections 
Holding Up Unusually Well 


Collections of wholesale and manufac- 
turing firms throughout the country are 
holding up unusually well through the 
dull season, according to the August 
trade survey conducted by Credit 
Monthly, publication of the National As- 
sociation of Credit Men. 

The survey, which covers 100 market 
centers, shows very little change from 
last month. ,Two cities, Cedar Rapids 
and Waterloo, Iowa, reported collections 
good, while only one city reported good 
collections a month ago. ‘Three cities 
moved over from the “fair” column to 
“slow.” Of the 100 cities covered fifty- 
two reported collections slow, forty-six 
reported them “fair” and two “good.” 
Considering business conditions, the av- 
erage is deemed good. 

Roanoke, Va., was the only city re- 
porting brisk sales, although sixty-one 
other cities characterized sales as “fair,” 
and thirty-eight reported them “slow.” 

The continued dry weather and the 
low price of wheat were repeatedly men- 
tioned as unfavorable factors in reports 
from the farm States, although reports 
from industrial sections revealed an un- 
dercurrent of confidence that conditions 
will improve in the fall and during the 
balance of the year. 
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Bankruptcy Liabilities 
Were Larger In 1929 


Total liabilities involved in bankruptcy 
cases in the United States last year 
amounted to $948,257,731, as compared 
with $883,605,665 during the preceding 
fiscal year, the Department of Justice 
made known recently in announcing pre- 
liminary statistics in connection with its 
investigation into the administraton of 
the Federal Bankruptcy Act. 

This investigation in which the De- 
partment of Commerce is cooperating is 
being carried out at the request of Presi- 
dent Hoover, with a view to recommend- 
ing any changes which might be deemed 
necessary in the conduct of the whole 
field of bankruptcy proceedings. 

The number of cases pending at the 
close of the previous fiscal year, 1929, 
was 59,113, of which 42,688 were volun- 
tary cases and 16,425 involuntary cases, 
the department’s statement said. 

There were filed during the past fiscal 
year, which ended June 30, 1930, 62,845 
cases, of which 57,299 were voluntary 
and 5546 were involuntary. The cases 
pending at the close of the fiscal year 
were 61,410, of which 45,168 were volun- 
tary and 16,242 were involuntary. 

With respect to the nature of the busi- 
ness of the bankrupts in the cases con- 
cluded, the inquiry shows that 4472 were 
farmers, 29,067 were wage earners, 13,- 
580 were merchants, 1386 were manu- 
facturers, 1378 were professional and 10,- 
665 were others unclassified. 

The total amount realized from the 
cases concluded was $118,572,409. The 
net amount realized after deducting ex- 
penses of conducting the bankruptcy 
business was $106,245,487. The distri- 
bution of the net assets was as follows: 
Fees and expenses of administration, 
$22,220,143; paid to bankrupt on account 
of, or in lieu of, exemptions, $747,316; 
paid to priority, secured and lien credi- 
tors, $31,109,642; paid to general credi- 
tors, $50,717,822; payments to reclama- 
tion creditors or in commutation of 
dower and other payments, $1,126,245; 
undistributed balance, $331,288. 


Indications of More Liberal 
Buying Are Apparent in 
Iron and Steel Industries 


A turning point in steel business is not 
yet definitely in sight, but there are 
scattered indications of more liberal buy- 
ing in September and a moderate .im- 
provement this week in orders and op- 
erations. 

Steel ingot output is at 53 per cent, 
compared with 52 per cent a week ago, 
but rolling schedules in some districts, 
particularly of sheet mills, have gained 
more than raw steel production. 

In the development stage but counted 
on to bring larger steel tonnage next 
month are rail bookings, new pipe line 
business, oil tank construction, the well- 
sustained volume of inquiry for struc- 
tural steel for buildings and bridges and 
the country-wide highway program 
backed by Federal aid. 


A few farm machinery builders are 
stepping up production, chiefly however 
on account of export orders. The can- 
ning companies, it appears, will not be 
hard hit by the drought, although some 
packs of vegetable crops will be cur- 
tailed. Tin plate makers are not seri- 
ously affected, the leading producer con- 
tinuing operations at 70 per cent of ca- 
pacity. Increased radio output is taking 
a little more steel. 

Whatever gains occur in steel buying 
in the immediate future probably will 
not be aided materially by the atttomo- 
bile industry. The leading maker of 
low-priced cars is expected to reduce its 
operations from a four-day to a three- 
day-a-week basis, while another large, 
manufacturer is slowing down produc- 
tion preparatory to the introduction of 
new models in October. Only two or 
three companies in the medium-price 
field are maintaining good schedules. 

Pig iron shipments at Chicago have 
gained 35 per cent over those of the 
corresponding period in July, while a 
Cleveland producer estimates a gain of 
33 per cent, an evidence of sharp de- 
pletion of inventories rather than a re- 
flection of increased melt. However, 
some consumers are using iron more 
freely, radiator and sanitary ware manu- 
facturers, for example. 

The Iron Age composite prices remain 
unchanged at 2.156c. a Ib. for finished 
steel and $16.88 a gross ton for pig iron. 





Recent Business Failures 
Below Year’s Average 


Commercial failures for the week 
ended Aug. 16, were differently reported 
by the business reviews, R. G. Dun & 
Co. showing some further reduction, 
while Bradstreet’s reported an increase. 
However, the totals are lower in both 
cases than they have been for most of 
the year thus far. Dun’s review showed 
a total of 441 failures for the week, a de- 
crease of 11 from last week and of 27 
from the total reported two weeks ago. 
The figure was 73 above the total for the 
same week in 1929. Bradstreet’s reported 
427 defaults against 398 the previous 
week and 289 in the same week of last 
year. 

Canadian failures were below the total 
for the two preceding weeks, standing 
at 36, against 39 and 37 for these dates. 

The constant shifting in the size of 
the businesses failing brought an increase 
during the week in the group of enter- 
prises employing up to $5,000 capital. 
The percentage of the total rose from 
68.9 to 71.6, while businesses using from 
$5,000 to $20,000 of capital showed a 
drop from 22.9 per cent to 18.9 per cent. 

Territorially, Dun & Co. reported the 
largest decrease in the Western area 
where, it was stated, a decline of 33 
failures occured. Bradstreet’s, on the 
other hand, reported a small increase in 
that section, the total standing at 106, 
against 95. This review shows the larg- 
est increase in the Middle Atlantic sec- 
tion where 16 more failures were re- 
ported. The Far West showed a de- 
crease of 8 defaults. 


Prosperity Coming Soon 
Says Harvey Firestone 


A wave of prosperity greater than 
America has known in the past ten years 
is on the way, according to Harvey S. 
Firestone, president of the tire and rub- 
ber company bearing his name, at a 
luncheon of the Cambridge Industrial 
Association in Boston, Mass., on Aug. 19, 

Mr. Firestone said he thought the best 
way to pull out of a slump was for 
everyone to work hard. His company, 
he said, has met the situation by reduc- 
ing prices and then cutting overhead in 
order to make the low schedule possible. 
As a result, the plants are running night 
and day, six days a week. 

He agreed with Henry Ford’s remark 
that there will soon be work for every- 
body. 

In his opinion, New England has not 
suffered greatly because of the depres- 
sion. Prosperity, he said, comes from 
the confidence of the people. Readjust- 
ment such as his organization has put 
into effect is something that should be 
done every day in business. 





Commodity Price Average 
Was 83.8 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity announced Aug. 17 that wholesale 
commodity prices for the week ended 
Aug. 16, and based on Dun’s quotations, 
averaged 83.8 per cent. The July aver- 
age was 83.7 per cent. The purchasing 
power of the dollar was 119.4c. on a 
1926 basis of 100c. The July average 
was 119.5c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
76.7. 

The Italian index on the revised 1926 
basis for the week ended Aug. 2 was 
61.4. The July average was 61.3. 





Bradstreet’s Finds Trade 
Stimulated By Weather © 


Weighing the benefits of cooler weather 
and rain against the uncertainties aris- 
ing from the earlier damage caused by 
the drought, the commercial agencies in 
their weekly reviews emphasize the spot- 
tiness of the general business situation, 
but suggest at the same time that re- 
cuperative processes are still operating. 

Bradstreet’s, for the week ended Aug. 
16, finds that “benefits to retail trade 
and crops, due to rain and lower tem- 
peratures, outside of the South” are part- 
ly offset by “uncertainties as to just how 
much of the July and August damage 
has been repaired. “Cooler weather has 
unquestionably helped retail trade, this 
mainly in disposal of summer goods at 
‘sales,’ and in some areas a slight picking 
up of industry is noted, over against 
which is noted the growth of uncertainty 
in buying and prices of iron and steel, 
which it may take the Sept. 1 crop re- 
ports to decide. 
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CHICAG 


(Chicago office of HARDWARE AGB) 
Cuicaco, Aug. 26. 


UESSWORK, official and un- 
t jan, still goes on regarding 

the effect of this summer’s ec- 
centric weather on the corn crop. It 
appears at this writing that the loss 
will amount to something like a half 
billion bushels, although the actual 
harvest may reveal even greater dam- 
age. Whether the loss was caused by 
the extreme heat, which impaired polli- 
nation, or by the extreme lack of mois- 
ture, which prevented growth, is still 
a matter up for debate, although the 
lay audience is likely to ascribe the 
damage to both causes conjointly. At 
any rate, the present crop of corn prob- 
ably represents the lowest yield since 
1901. 

Roger W. Babson is quoted in 
Omaha as having said: “The corner 
has turned in the Middle West. Con- 
ditions are as bad out here as they will 
get. The farmer is flat on his back 
and there is no way to look except up.” 
That has been said of the farmer be- 
fore. It seems a bit early to say it with 
conviction again, for the price outlook 
appears such as to offer considerable 
relief for the average corn-grower. In 
the southern part of the corn belt and 
in other sections where the supply is 
not abreast of the sectional demand, 
much corn must be bought, which 
means substantial and profitable prices 
for the farmer who has corn to sell. 
Though economists rebel against the 
idea that destruction can be interpreted 
in terms of wealth, it has been known 
to work out with some such result. 
Sections with corn to sell will no 
doubt prosper at the expense of sec- 
tions into which corn must be shipped. 

Considering all the negative factors, 
credits and collections in the hardware 
field are relatively healthy. So has 
been the movement of summer goods 
for which the abnormal heat and 
drought generated an insistent demand. 
Outdoor equipment and seasonal sport- 
ing goods have added much to current 
hardware volume. Staples, of course, 


have not been in such brisk demand. 
Some in the trade predict a pick-up 
next month or the month following. In 
the metropolitan area, that depends 
upon the employment ‘situation. - 





AT A GLANCE 


The effects of climatic con- 
ditions on the corn crop are 
debatable at present. Babson 
says: “The corner has turned 
in the Middle West.” 

x *k * 

Credits and collections are 
relatively healthy. An_ in- 
sistent demand has_ existed 
for summer goods. Outdoor 
equipment and sporting goods 
have been active. Some ex- 
pect a pick-up in the near 
future. 

* * * 

Continued hot and dry 
weather is responsible for a 
brisk movement of drought 
goods. Some prices for next 
season are announced. 

x * x 

Wire and nails are firm. 
Jobbers consider axe prices 
too high. Seasonal merchan- 
dise is in good demand. The 
demand for finish hardware 
has quickened recently. 











DROUGHT GOODS ACTIVE 


Continued dry weather throughout 
most of the country is stimulating the 
demand for pumps, cylinders and water 
supplies in general; with a few excep- 
tions, wholesale stocks are well assorted 
and there is no difficulty in handling the 
orders. Business in garden hose and 
accessories is lasting longer than usual 
and volume is running considerably 
ahead of the average. It is believed in 
wholesale circles that the new prices on 
sprinklers, nozzles and couplings will 
probably show a decline in line with the 
copper market. Seasonal items in steel 
goods, such as header forks, cotton- 
seed forks and coal forks, are moving 
freely, as well as scythes, snaths and 
weed-cutters. 

Prices for lawn grass seed and com- 
mercial fertilizer are out for next sea- 
son and orders for spring delivery are 
developing in good volume; the possi- 
bility of a shortage in some kinds of 
seed, with consequent higher market 
figures, is leading some dealers to order 
earlier than usual this year. Future 
specifications for lawn mowers are be- 
ginning to come in. Tool business con- 
tinues dull. Carriage and machine 
bolts are selling freely. Excepting fire 
shovels, all stove supply items are hold- 


‘ing: firmly to last year’s market; the 


Weather Effects Are Debatable 
* Credits Are Relatively Healthy 


lowest prices since the war are current 
on fire shovels. Lunch kits and vacuum 
bottles for school use are beginning to 
show on current order sheets. 


WIRE AND NAILS FIRM 


Though manufacturers of wood 
screws are not busy, they appear to be- 
lieve that price-cutting can do nothing 
to stimulate sales; hence the figures on 
wood screws hold strong and steady. 
There have been no changes since the 
brass-screw decline last April and mak- 
ers declare they contemplate none for 
the near future. Continuing firm under 
the constant pressure of large buyers 
for the lowest possible cost, the market 
for nails and wire shows not the slight- 
est sign of yielding. The mills seem 
consistent in ther resistance to sales 
at further breaks below their cost of 
production; it is bélieved doubtful that 
any substantial concessions have been 
made to even the largest buyers since 
the last general 10-cent decline in May. 


SEASONAL GOODS 


The seasonal demand for dry-cells 
and B-batteries has already started 
briskly. Electric heating appliances are 
showing strength. Among the more ac- 
tive lines in housefurnishings right 
now are popular-priced bird-cages and 
stands in colors; green with gold trim 
and red with black trim seem to be in 
favor. Bird-cage business is expected 
to be good for the months just ahead. 
With the patrons of miniature golf 
courses multiplying all over the coun- 
try, an increasing number of dealers 
are stocking clubs, bags and balls, since 
these courses are feeding players into 
the regular game. Golf goods within 
recent months have been among the 
best movers in the hardware line; de- 
mand for miniature-course putters con- 
tinues heavy. Fishing tackle continues 
to sell in lively fashion. In terms of 
orders retailers are beginning to antici- 
pate the demand for hunters’ clothing. 


BUILDERS’ SUPPLIES 


Builders’ hardware prices still hold 
steady. Demand for locks and finish- 
ing hardware has shown considerable 
intensity during the last thirty days be- 
cause buildings started in the spring 
are now approaching completion. 
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New York PAINT MATERIALS MARKET 


NEW YORK, Aug. 26.—Linseed oil has again shown a 
weaker tendency and prices have been lowered two points. 
It is said that the flax crop will be much larger than was 
expected, and that oil made from this year’s flax which will 
reach the market about the first of October will be substan- 
tially lower in price. Price shading on large linseed oil 
orders is reported to be a frequent occurrence. 


It is interesting to note from the Department of Com- 
merce’s figures that consumption of linseed oil, April-May- 
June, was 23,646,602 gallons, as compared with 17,822,912 
gallons for January-February-March, and at the same time 
stocks were reduced from 20,644,253 gallons to 14,501,097 
gallons. The consumption for July-August-September the 
past two years was over 27,000,000 gallons. 


In contrast to the price trend in linseed oil, the quotations 
on both dry and liquid shellac are higher. Advances of 2c. 
per pound are effective on dry shellac, while prices on 
liquid shellac are from 5c. to 10c. per gallon higher. This 
is the first advance of consequence since shellac recently 
reached the lowest figures to prevail within the past twelve 


years. 

The market for most paint materials is stagnant, but an 
active demand is in evidence for mixed paints, lacquers, 
etc., for home use. 


LINSEED OIL 

PURE LINSHED OIL 
Per Pound 
In lots of less than 5 
In lots of 5 bbls. or more 


WHITE LEAD 


WHITE LEAD AND OXIDES. 


White lead in oil, heavy or soft paste, 100 lb. kegs, 13%c.; 50 
and 25 lb. kegs, 14c.; 12% lb. kegs, 14%c.; 5 Ib. cans, 16%c.; 
1 Ib. cans, 18%c.; 5 lb. cans packed 50 or 100 Ibs. to case; 1 Ib. 
cans packed 25, 50 or 100 lbs. to case. 

The following discounts are granted on quantity orders for de- 
livery at one time; 500 Ib. lots, 10 per cent; 2000 Ib. lots, 10 
per cent and 6 per cent; 10,000 Ib. lots, 10 per cent, 10 per cent 
and 3 per cent; carload lots, 10 per cent, 10 per cent and 4 per 


cent. 
DRY WHITE LEAD. 


Dry white lead, 100 lb. kegs, 13%c.; 25 and 50 lb. Kegs, 14c.; 
12% Ib. kegs, 14%c. 


FLATTING OIL 


Quart cans, 12 to case, 35c. per can; 1 gal. cans, 6 to case, 
$1.20 per gal.; 5 gal. cans, 1 and 2 cans to case, $1.10 per gal. 
Quantity discounts: 10 to 24 gallon lots, less 10 per cent; 24 to 
48 gallon lots, less 20 per cent; 48 to 96 gallon lots, less 20 and 
5 per cent; 96 gallons and over, less 20 and 15 per cent. Mixed 
orders for different sized cans will be subject to the discount for 
the combined gallonage. 


WHITE LEAD PUTTY 


White lead putty, 1 Ib. cans, 10c. per Ib.; 12% Ib. cans, 8%c. 
per lb.; 25 Ib. cans, 8c. per Ib.; 120 lb. (approximate) tubs, 7c. 


per Ib. 


COMMERCIAL PUTTY 


1 Ib. cans, 6c. per Ib.; 2 Ib. cans, 5%c. per Ib.; 5 Ib. cans, 4%c. 
per Ib.; 12% Ib. cans, 4%c. per Ib.; 25 lb. cans, 4c. per Ib.; 100 
to 120 lb. tubs, 3c. per Ib. 


SPIRITS TURPENTINE 


Prices ranges from 48c. per gallon. 


DRY COLORS 


COMMERCIAL LAMP BLACK. 
In 50 Ib. cases, 1 Ib. packages, 16c. per lb.; % Ib. packages, 22c. 
per lb.; % Ib. packages, 30c. per Ib. Assorted sizes, 22c. per lb. 


GERMANTOWN LAMP BLACK. 

In 50 Ib. cases, 1 Ib. packages, 25c. per lb.; % Ib. packages, 
32c. per lb.; % Ib. packages, 40c. per Ib. Assorted sizes, 32c. per 
lb.; ultramarine blue, 28 Ib. boxes, from llc. to 9c. per lb.; dry 
colors in barrels varying from 300 to 350 lbs. Prices per pound: 
Prince’s metallic, 3c.; American raw and burnt umber, 5%c.; 
Italian raw and burnt sienna, 10c.; turkey raw and burnt umber, 
6c.; American raw and burnt sienna, 5%c.; Van Dyke brown, 9c.; 
chrome green, l.m. or dark, 15c.; American venetian red, 3c.; 
Indian red, 15c.; turkey red, 35c.; American vermilion, 35c.; 
American yellow ochre, 2c.; imported French ochre, 6%c.; golden 
ochre, 6c.; chrome yellow, l.m. or dark, 15c.; Dutch paint, 11c.; 
extra gilder’s whiting, 7%c. 


SIZING GLUES 


White kalsomine glue, flakes, 30c. per Ib.; pure hide joint glue, 
ground or flakes, 25c. per lb.; South American sheep glue, 110 Ib. 
bags, 15c. per lb.; German sheep glue, 110 Ib. bags, 18c. per Ib. 


MISCELLANEOUS MATERIALS 


Oxalic acid, in barrels, 14c. per Ib.; Italian ground pumice 
stone, in barrels, 3c. per lb.; C. P. aluminum bronze, 1 Ib. cans, 
75c. per can; pale gold bronze, 1 Ib. cans, 65c. per can; copper 
bronze, 1 lb. cans, $1 per can; cotton waste, 50 Ib. bales, 14c. to 
15c. per Ib.; alcohol, C. D. No. 5, In steel drums, 43c. per gal.; 
steel drums are charged at $6 each, which is refunded when 
drums are returned. 


SHELLAC 


T. N. Grade, 164 lb. bags, 24c. per lb.; Vac-Dry, bleached, 250 
lb. barrels, 30c. per Ib.; Orange, 164 lb. bags, 25c., 27c. and 34c. 
per lb., according to grade; 5 lb. Pure White Shellac, 50 gal. 
barrels, $1.70 per gal.; 5 lb. Pure Orange Shellac, 50 gal. barrels, 
$1.40 per gal.; 4% lb. Pure White Shellac, 50 gal. barrels, $1.65 
per gal.; 4% lb. Pure Orange Shellac, 50 gal. barrels, $1.35 per 
gal.; 4 lb. Pure White Shellac, 50 gal. barrels, $1.55 per gal.; 
4 lb. Pure Orange Shellac, 50 gal. barrels, $1.25 per gal. 


STEP LADDERS 


High grade, 4 ft., $1.95; 5 ft., $2.40; 6 ft., $2.90; 7 ft., $3.40; 
8 ft., $3.90; 10 ft., $4.80. Medium quality, 8 ft., 75c. each; 4 ft., 
$1.00; 5 ft., $1.25; 6 ft., $1.50; 7 ft., $1.75; 8 ft., $2.00; 10 ft., 
$2.50. Competitive quality, 4 ft., 80c. each; & ft., $1.00 each; 6 ft., 
$1.20 each. 


EXTENSION LADDERS 


Complete with rope and pulley assemblies, 20 ft., $5.60. each; 
24 ft., $7.85 each; 26 ft., $8.45 each; 28 ft., $9.00; 30 ft., $9.65; 
32 ft., $10.15; 34 ft., $10.70; 36 ft., $11.20; 38 ft., $12.00; 40 ft., 
$12.50. Extra ropes for extension ladders, $1.25 each. Extra 
pulleys for extension ladders, $1.25. 


FLOOR WAX PRODUCTS 


Powdered Wax.—4 0z., 23%c.; 8 oz., 3314c.; 16 oz., 66%$c.; 5 Ib., 
$2.66% per package. 

Prepared Paste Wax.—2% oz., 16%c.; % lb., 33%c.; 1 Ib., 56%c.; 
2 Ib., $1.06%; 4 Ib., $2.00; 8 Ib., $3.73%. 

Prepared Liquid Wax.—% pt., 33%c.; 1 pt., 50c.; 1 qt., 93%c.; 
% gal., $1.60; 1 gal., $2.66%. 

Floor Polishing Outfits.—Includes quart bottle of liquid wax, 
one way mop, one weighted floor brush and instructions, $3.75. 


Weighted Floor Brushes.—15 Ib., $3.75; 25 Ib., $5.25. 


SANDPAPER 


Size 00, 100 sheets, 83c. per box; size 0, 100 sheets, 83c. per 
box; size %, 100 sheet, 89c. per box; size 1, 75 sheets, 74c. per 
box; size 1%, 50 sheets, 56c. per box; size 2, 50 sheets, 65c. per 
ease size 2%, 50 sheets, 71c. per box; size 3, 26 sheets, 41c. per 

x. 


Utility packages of sandpaper, 6 
packages are subject to an additio 


c. each. Full cartons of 72 
per cent discount. 
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NEW YORK: 


New York, Aug. 26. 

URRENT activity in the Metro- 

politan hardware market is mo- 

mentarily brisker than it has 
been in recent weeks. One firm reports 
that trade at the present time is better 
than at any time since May. Several 
factors are thought to have contributed 
a stimulating influence to sales. Among 
them, anticipation of dealers expecting 
some firming of prices in certain fall 
lines; the low ebb of stocks, and a 
generally improved business sentiment 
are the most important. The fact that 
the more optimistic feeling among the 
trade is general rather than spotty is 
exemplified by slightly increased de- 
mands from every quarter. The opinion 
is also voiced that an earlier Labor 
Day than usual this year, may have 
served to make the seasonal demand 
start a trifle in advance of its custo- 
mary advent. The expression that a 
‘more pronounced improvement in the 
demand will become apparent about the 
middle of September is frequently 
heard, although those who make this 
assertion also state that a normal level 
can hardly be attained before next 
April. 


FEW FAILURES REPORTED 


Notwithstanding that recent business 
conditions might be said to have been 
somewhat conducive to commercial 
failures of stores having inadequate 
financial resources to tide them over 
the period of depression, such failures 
have been remarkably few. The credit 
situation is considered healthy, in the 
main, and collections are fairly satis- 
factory. Few opening stocks are be- 
ing sold however, and local wholesalers 
are trying to discourage prospective 
hardware merchants from starting in 
business unless they have ample capital 
and their proposed location will fill a 
real need for a store in the community. 


SEASONABLE GOODS 


Some seasonable merchandise is 
moving in good volume at present. In 
this classification, fruit presses, grape 
crushers, painting supplies, bottling 
equipment, step and extension ladders, 
and house cleaning supplies are active. 
The nearness of the re-opening of the 
school term has accelerated the demand 
for alarm clocks lunch kits, etc. Some 
future orders are being shipped, al- 
though many dealers have not as yet 
placed their requirements for the same 
lines. Ice skates and ammunition are 


two examples and it seems that many 
dealers are likely to regret delaying | 








AT A GLANCE 


Trade at present is brisker 
than in recent weeks. Several 
factors have lent a helpful in- 
fluence to present conditions 
and future prospects. 

* * x 


Few failures have occurred 
among retail hardware stores 
recently. The credit situation 
is considered healthy. 

* oe 

Some seasonal lines are 
quite active. Future orders of 
fall goods are being shipped, 
but most dealers have delayed 
advance purchasing. 

x * 

Jobbers declare dealers want 
lower tool prices. Wholesalers 
say their 1930 profits if any 
will be small, as higher over- 
head will narrow the margin. 

* * & 

Building contracts in the 
New York Area have gained. 
The quotations on raw copper 
are holding fairly firm. The 
price trend is downward on 
most hardware lines. 











anticipating their requirements, if the 
consumer demand arrives suddenly and 
the wanted articles are not on hand. 


WHOLESALERS’ OPINIONS 


While for the most part, jobbers ex- 
press gratification that prices, with 
comparatively few exceptions, have 
held fairly firm regardless of the rather 
sluggish demand, it is said that some 
manufacturers would find it advantage- 
ous to make price readjustments to a 
lower basis. In explaining that no re- 
ductions have been made for a long 
period in some lines, hand. tools were 
given as an example. Dealers, they say 
are hesitant to make purchases in these 
lines in any quantities, as they feel a 
reduction should be forthcoming in 
keeping with the easier tendency of 
prices on most other hardware items. 
With such revisions to a lower basis, 
it is the experience of the jobbers that 
the demand is stimulated to a rather 
marked degree. Few wholesalers ex- 
pect to show little, if any, profit on the 
year’s business. Even though it ap- 
pears ceriain that the volume of some 
jobbing houses will be on a par with 
last year, increased overhead will nar- 
row the 1930 margin. 





Activity Shows Slight Increase 
Collections Have Fair Status 


BUILDING CONTRACTS GAIN 


A small but noticeable improvement 
has been felt during the past week in 
the demand for builders’ hardware, 
tools and related construction supplies. 
This is attributed to the very low prices 
prevailing for builders hardware, gains 
in building contracts, and the approach 
of cooler weather. The latter, it is 
said, has had a tendency to make home- 
owners think about repairs which are 
needed before winter sets in. 

According to the F. W. Dodge Cor- 
poration, contracts awarded for new 
construction in the metropolitan area 
of New York, during the week ended 
Aug. 16, totaled $19,158,600. This 
brought the August total to $40,336,000, 
which was at the rate of $3,102,800 per 
business day. In July the daily rate 
of contract letting was $2,649,000, while 
in August, 1929, the rate was $2,803,- 
000. For the year to date contracts 
awarded for new construction in this 
territory were valued at $621,700,100, 
as compared with $806,634,300 for the 
corresponding period ended Aug. 16, 
1929. 

Contracts awarded in the metropoli- 
tan area during the past week were 
distributed as follows: Residential 
buildings, $9,518,400; educational build- 
ings, $5,211,000; commercial buildings, 
$2,607,800; industrial buildings, $153,- 
000; all other nonresidential buildings, 
$1,157,800; and public works and utili- 
ties, $510,600. 


COPPER HOLDS FAIRLY FIRM 


The raw copper situation is quiet 
and unchanged. The price is still 
nominally llc per pound in the home 
market and 11.30c C.I.F. European 
ports. There is reason to believe that 
bids of %c urtder the llc figure would 
be accepted, where the terms of sale 
were attractive to producers. Many of 
the latter declare they will positively 
refuse orders for less than the lle 
price. 


PRICE TREND IS EASIER 


While no changes of consequence 
were made within the past few days, 
the tendency is for lower prices, rather 
than upward revisions. It has aptly 
been termed a “buyer’s market.” Price 
concessions are being granted rather 
freely where the size of the order is 
large and the credit of the purchaser 
is good. Some lines, namely builders’ 
hardware, shovels, nails and certain 
other wire products are declared below 
their cost of production. For this rea- 
son, advances are not unlikely. 
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Trade Is Dull and Featureless— 


Cl NCI N N All: e Jobbers Report Collections Poor 


(Cincinnati office of HARDWARE AGE) 

CINCINNATI, Aug. 26.—The local hardware market is dull and 
featureless. District jobbers indicate that business volume in all 
lines of merchandise, both seasonal and staple, is noticeably below 
the usual demand for this season of the year and below the level of 
last month. Consumers are not anticipating their needs, but are 
ordering at hand-to-mouth ratio and show no interest in future 
items. 

One of the most disappointing situations in the local market is 
the inactivity of builders’ hardware. While there has been a number 
of major projects under way and planned, there has not been much 
building in the smaller lines. In fact, home construction has been 
estimated to be about 50 to 60 per cent of normal. Accordingly, 
with the building off, the demand for builders’ hardware has been 
below the usual levels for this period of the year, which is usually 
the best time for this type of merchandise. Local jobbers report 
that virtually no improvement in this line may be expected until the 
spring and summer of next year. 

Industrial employment in all lines is still below normal. With 
the completion of several large buildings, here, there has been a 
release of numbers of employees in the building industry. Most 
factories are running short time and are not employing new men, 
thus causing a surplus of labor in this field. 

' The credit situation is not good. Local hardware jobbers report 
that collections are poor. Tightness of money is indicated as the 
contributing factor. 

Except for a few minor revisions of prices there has been no 
noticeable change in quotations during the last two weeks. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CINCINNATL 


ANTENNA SUPPLIES. 34 foot, $12.25 each; 


foot, $10.60 each; 


36 foot, $13.00 each; 38 foot, $13.65 
100-foot coils, 41c.; 75-foot coils, 32c. ante: 2 eons $14.35 Ag : f 
Porcelain insulators, 2%c. 
Glass insulators, 5c. LANTERNS. 


Lightning arresters, 17c. 
Ground rods, 30c. Dietz line, Monarch No. 0, $8.00 a 
doz.; Ruby Globe, $10.00 a _ doz.; 


Delite, $13.00 a doz.; Little Wizard, 


> 
BUILDERS’ HARDWARE. $8.50 a doz.; Little Giant, $11.00 a 
Sash Weights.—Sash weights, $1.90 doz.; Blizzard, No. 2, $13.00 a doz. 
per 100. 
Inside Sets.—Square bevel inside NAILS. 


sets in case lots, $3.75 per doz. 





Butts.—3% in. old copper and dull 
brass butts, 15c. per pair in case 
lots; sand blast, brass finished butts, 
19c. per pair in case lots. 


ELECTRIC FANS. 


Diehl, No. 29011, $10.00 each, list; 
No. 29511, $13.00 each, - No. 29711, 
$14.00 each, list; No. 10512, $17.00 
each list; No. 12519, $27.00 each, list; 
No. 16512, $35.00 each, list; No. 3160, 
$29.50 each, list. These prices are 
subject to discounts of 30 and 5 per 
cent. 


FIRE SHOVELS. 


No. 80, 52c. each; No. 54, 75c. each; 
No. 56, 85c. each. 
Neverbreak, 16-in., $4.75. 


ICE SKATES 


Winslow, No. 38, $1.60 a pair; No. 
3814, $1.50 a pair. 


LADDERS. 


Extension, 20 foot, $5.75 each; 24 
foot, $7.00 each; 26 foot, $7.60 each; 
28 foot,’ $8.15 each; 30 foot, $8.75 
each; 32 foot, $9.35 each; 34 foot, 
$11.00 each; i... foot, $11.60 each; 40 
foot, ‘$13.00. each. 

wasemuben “with windlass, 28 foot, 
$9.35 each; 30 foot, $10.00 each; 32 





Common wire nails, $2.60 per keg. 


PAINT SUPPLIES. 


Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
$1.04 per gal.; turpentine, in 2 bar- 
rel lots, 48c. per gal.; white and red 
lead in 500 lb. kegs, 133gc. per Ib., 
less 10 per cent. 


ROLLER SKATES. 


Ball bearing, girls and juveniles, 


$1.32 pair; boys, $1.41 pair; cheaper 
grade, 77c. pair. 
ROOFING. 
K slate, 85-lb., $1.80; light, $1.00; 
medium, $1.35; heavy, .60. 
Competition grade, light, 85c.; 


medium, $1.00; heavy, $1.2 
Rosin sheeting, $45.00 a Si 


RADIO BATTERIES. 


B batteries, No. 2308, $1.88 apiece; 
full units, $1.75 apiece. No. 10308, 
$2.81 apiece; full units, $2.63 apiece. 
No. 21308, $3.20 apiece; full units, 
$2.97 apiece. 
C batteries, 30c.; 10 units, 28c. 
A batteries, 40c.; 25 units, 3544c. 


RADIO TUBES. 


NX 112A, $2.25; NX 171A, $2.25; 
NX 201A, $1.25; NX 210, $9.00; NX 





222, $4.50; NY 224, $3.30; NX 226, 
$1. 75; NY 227, $2. 20; NX "230, 
NX a $2.20; NX 232, $3.30; NX 245, 
$2.00; NX 250, $11.00; NX 280, $1.90; 
NX 281, $7.25. 

The prices are subject to discounts 
of 40 and 10 per cent. 


RUBBISH BURNERS. 


No. 1, $8. ; a doz.; No. es $11.00 
a doz.; No. 3, $13.20 a doz 


SCREEN DOORS. 


No. 241, size 2.10 x 6.10, $16.90 a 
doz.; No. 281, Bo *. 10 x 6.10, $17.80 
a doz.; ; No. 355, size 2.10 x 6.10, $33.40 
a doz.; No. 315, size 2.10 x 6.10, $30.65 
a yy No. 355, galvanized, 14, $34.80 
a doz. 


SCREWS. 


Flat head bright screws, 50, 10, and 
10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round head 
brass screws, 40 and 5 off list; bright 
wire goods, 85, 20 and 5 off list. 


SLEDS. 
Fleetwing, No. 96, $12.35 a doz.; 
No. 100, $16.90 a doz.; No. 200, $18.40 
a doz.; ‘No. 210, $22.40 a doz.; No. 220, 
$24.80 a doz. 
Flexible Flyers, 30 per cent off list. 


STOVE PIPE. 


Security, blue, 28 gage, 6-in., $14.00 
per 100 joints; 26 gage, 6-in., $16.50 
per 100 joints; polished, 28 gage, 
3-in., $20.00 per- 100 joints. 

Elbows, blue, 28 gage, 6-in., $1.50 
a rn polished, 28 gage, 6-in., $2.25 
a doz. 


STEPLADDERS. 


Best grade, 5 foot, $2.55 each; 6 
foot, $3.00 each; 7 foot, $3.55 each; 8 
foot, $4.05 each; 10 foot, $5.05 each; 
12 foot, $6.65 each. 

Competition grade, 3 foot, 5ilc. 
each; 4 foot, 68c. each; 5 foot, 85c. 
each; 6 foot, $1.00 each; 7 foot, $1.55 
each; 8 foot, $1.75 each. 


TRELLIS WIRE. 
$3.95 a hundred feet. 


22 in., 


VACUUM BOTTLES. 


Competition grade, 1 pint, 62c. 
each; 1 quart, $1.20 each. 

High grade, 1 pint, $1.00 each; 1 
quart, $2.00 each. 

Nickel plated, 1 pint, $1.75 each; 
1 quart, $2.50 each. 


VENTILATORS. 


Diamond E, No. 02, $4.80 a doz.: 
No. 2, $5.60 a doz.; No. 3, $6.40 a 
doz.; No. 4, $7.60 a doz. 

Deflectair, No. 87, $3.00 a doz.; No. 
117, $4.50 a doz. 


WEATHERSTRIP. 


Wood and rubber, No $17.00 

1000 feet; No. 1 19. 00 per 1000 
feet; No. 2, $24. 00 per 1000 feet; 
No. 4, $13.50 per 1000 feet; No. 7, 
$40.25 per 1000 feet. 

Wood and felt, No. 70 and 71, 
$18.00 per 1000 feet; No. 71%, $25. 25 
per 1000 feet; No. 75, $41.25 per 1000 
feet. 

Nu Strip, $16.50 per 1000 feet. 
Dust Strip, $28.00 per 1000 feet. 


WINDOW SCREENS. 


2438, $4.30 a doz.; 3037, $6.00 a doz.; 
3637, $7. 00 a doz. 


Galvanized, 2433g, $4.55 a doz.; 
$0378, $6.25 a os. 3045g, $7.00 a doz.; 
3637g, $7.26 a doz. 








HARDWARE AGE for AuGusT 28, 


(Atlanta office of HARDWARE AGE) LOCKS. 


ATLANTA, GA., Aug. 26.—Reports from local jobbers indicate that ie 
business in most sections of this territory is on the upgrade. It is io 
believed that the depth of the depression was reached in July and horizontal 
that business will now show steady improvement. Cotton begins a nomenon. 
to move in the southern section in August and at this time mer- Ne Ue cee eo 
chants begin to look to the usual increase in sales. Recent rains | rooFInG. 
throughout most of the Southern States and reports of favorable Galvanized—29 gage, 2% in. cor- 
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Business Is on the Upgrade— 
Collections Are Reported as Slow 


Per Doz. 
100 porcelain or mineral 
rim knob 
No. H-1899 


crop conditions reflect optimism toward the coming fall business. 
Future orders have been running light, however retail stocks are 
very low and jobbers expect a rush of orders at first signs of in- 
creased demand. Collections at this time are reported as being slow. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO’ 
RETAILERS, F.O.B. ATLANTA, 


AUGER BITS. 


Irwin Solid Center, No. 62T, 3/16 
in., $3.21 per doz.; 4/16, 5/16 and 6/16 
in., $2.85; 7/16 in., $3.21; 8/16 in., 
$3.56; 9/16 in., $3. 93; 10/16 in., $4.28; 
11/16 and 12/16 in., $4.99; 13/16 and 
14/16 in., $5.70; 15/16 and 16/16 in., 
$6.41; 17/16 and 18/16 in., $7.48; 19/16 
and 20/16 in., $8.55. 


AXES. 


Kelly Perfect, handled with No. 1 
oval straight handles, $20.68 per doz. 

Kelly Standard and Hercules, hand 
hammered, with No. 1 oval straight 
handles, $19.08 per doz. 

Second quality axes, with No. 3 
straight or crooked handles, $17.33 
per doz. base. 

Boys’ Union handled axes, $9.50 
per doz. base. 


BALE TIES. 


% ft., 16 gage, 90c. a bundle; 
ft., 16 gage, $1.02 a bundle; 9% ft., 
15% gage, $1.18 a bundle; 

14% gage, $1.43 a bundle. 


BATTERIES. 


Ray-O-Vac—No. 121 flashlight bat- 
teries, 18c. each; No. 221 flashlight 
batteries, 13c. ‘each; No. 231 flash- 
light batteries, 1914c. each; No. R21 
flashlight batteries, 9%c. each; No. 1 
unit cells batteries, 64%4c. each; No. 2 
unit cells batteries, 6%4c. each. 

Eveready—No. 790 flashlight bat- 
teries, 13c. each; No. 791 flashlight 
batteries, 13c. each; No. 935 unit cells 
batteries, 6%4c. each; No. 950 unit 
cells batteries, 6%4c. each. 


BLOW TORCHES. 


Clayton & Lambert, No. 158, $3.90 
each; Clayton & Lambert, No. 32, 
$6.30 each. 


BOLTS AND NUTS. 


Cut thread carriage and machine 
bolts, 60 off; lag screws, 60 off; stove 
bolts, .75 off. 


BUTTER MOULDS. 


1 Ib., brick shape, $3.00 per doz.; 
% lb., round shape, $2.75 per doz.; 
1 lb., round shape, $3.50 per doz. 


CLOCKS (ALARM). 


Big and Baby Ben, De Luxe, in 
colors, $2.64 each; Big and Baby Ben, 
eA $2.29 each; Big and Baby Ben, 

Lure, luminous, $3.52 each; Big 
and Baby 
$2.64 each. 

Monitor, 70c. each. 

America, $1.05 each. 

Pocket Ben Watches, $1.05 each. 

Dox Watches, 85c. each. 


COTTON HOOKS. 


No. 279 8 in., $3.50 per doz.; No. 
277, 6 in., $2.00 per doz. 


Ben, De Lure, plain dial, 





GA. 


FILES. 


First quality, list less 50 per cent; 
private brands, less 60-10 per cent. 
Second quality, less 75 per cent. 


GALVANIZED WARE. 


8 qt. pails, $1.90 per doz.; 10 qt. 
pails, $2.00 per doz.; 12 qt. pails, 
$2.35 per doz.; 14 qt. pails, $2.65 per 
doz. 

No. A Tubs, $3.80 per doz.; No. O 
Tubs, $4.70 per doz.; No. 1 Tubs, 
$5.60 per doz.; No. 2 Tubs, $6.50 per 
doz.; No. 3 Tubs, $7.60 per doz. 

Heavy well buckets, $6.00 per doz.; 
light well buckets, $4.50 per doz. 

1% bushel baskets with bail, $6.00 
per doz. 

5 gal. garbage cans, $7.35 per doz.; 
10 gal. garbage cans, $9.25 per doz.; 
20 gal. garbage cans, $15.00 per doz. 


LAWN GOODS. 


Garden Hose.—% in., 6 ply, 50 ft. 
sections, Good Luck with connec- 
tions, 10c. ft.; 5% in., 6 ply, 25 ft. 
sections, Good Luck with connec- 
tions, 10%c. ft.; % in., 6 ply, 50 ft. 
sections, Leader with connections, 
8c. ft.; % in., 6 ply, 25 ft. sections, 
Leader with connections, 8%c. ft. 
Nelson’s Hose Menders, 35c. doz. 

Hose Coupling.—™% in., % in., % 
in. common, $1.25 doz.; Nelson P. C. 
hose couplings, ¥% in., &% in., and 4 
in., $2.00 doz. 
tt Hose Washers.—1 lb. cartons, 50c. 
de 

Lawn Fence.—Diamond lawn fence, 
1 in.-58 in., $1.65 per rod. 

Per 100 Ft. 


— loop lawn fence, 
hig 


Lawn Gates.— 
31%, ft. x 36 in. walk gates 
3% ft. x 42 in. walk gates 
10 ft. x 36 in. single drive gates 9.00 
10 ft. x 42 in. single drive gates 9.50 

Hose Clamps.—% in. galvanized 
hose clamps, 35c. doz.; 5% in. galvan- 
ized hose clamps, 40c. doz. 

Lawn Mowers.—No. 200, 14 in., 4 
blade ball bearing Stearns, $6.50 each; 
No. 200, 16 in., 4 blade ball bearing 
Stearns, $6.75 each; No. 200, 18 in., 
4 blade ball bearing Stearns, $7.00 
each; No. 35, 16 in., 5 blade roller 
bearing Stearns, $12.00 each; No. 35, 
18 in., 5 blade roller bearing Stearns, 
$12.50 each; No. 35, 20 in., 5 blade 
roller bearing Stearns, $13.00 each. 

Doo-Klip Products.—Doo-Klip grass 
shears, $10.80 per doz.; Doo-Klip long 
handled grass shears, $18.00 per doz.; 
Doo-Klip pruners, $10.80 per doz. 

Goodwin No. 10 ball bearing grass 
shears, $13.80 per doz. net; Goodwin 
No. 20 Jr. grass shears, $10.00 per 
doz. net. 





rugated, $3.85 per square base. 
Composition—1 ply, smooth sur- 

face, 83c. per roll; 2 ply, smooth sur- 

face, $1.01 per roll; 3 ply, smooth 

surface, $1.40 per roll; slate, smooth 

surface, $1.65 per roll. 

Sheathing paper, 20 lb 

Sheathing paper, 40 lb 


Asphalt roof coating 


lb. cans of plastic cement... 
5 Ib. cans of plastic cement... 
lb. cans of plastic cement... 


Valley Tin Per Roll 


in. plain, 100 ft. rolls........ $4.7 
in. plain, 100 ft. rolls 6. 50 
in. galvanized, 100 ft. rolls. 

in. galvanized, 100 ft. rolls. 


SCREW DRIVERS. 


Bridgeport No. 42, assortment 
(Little Wonder), 85c.; Bridgeport No. 
70, 3 one $2.00 per doz.; Bridgeport 
No 5 in., $2.50 per doz.; Bridge- 
port No 70,-8 in., $4.00 
Bridgeport No. 4 Tis 
doz.; Bridgeport No. 80, 6 in., L 
per doz.; Bridgeport No. 80, 10 in., 
$3.10 per doz. 


SKATES (ROLLER). 


Chicago roller skate line, No. 
$2.65; No. 183, No. 185, $2. 15; 
No. 101, $1.35; No. 103 and 105, $1.40. 

No. 5 Union roller skates, $1.75; 
No. 6, $1.75; No. 4, $1.65; No. 130, 
$2.00; No. 130 L, $2.15. 

Skate keys, 30c. per doz.; 
wheels, 10c. extra. : 

Winchester—Boys’ No. 3831—Girls, 
No. 3832, $1.35; No. W1G, $1.40. 


STEP LADDERS. 


extra 


STOVE PIPE. 


Smith multi-pipe, 29 gage, polished 
in blue, 5 in., $12.25 per 100 joints; 
514 in. and 6 in., $13.00 per 100 joints. 

Elbows—5 in. piece, corrugated, 
$1.35 per doz.; 6 in. piece, corrugated, 
$1.50 per doz.; 7 in. piece, corrugated, 
$2.00 per doz. 


STOVE POLISH. 


No. 20 Black Silk paste, 5-lb. cans, 
$11.40 per doz.; No. 5 Black Silk 
paste, $1.20 per doz.; No. 6 Black 
Silk liquid, $1.30 per doz.; No. 1 
Black Silk iron enamel, $1.75 per 
doz.; No. 60 Black Silk metal polish, 
$1.50 per doz. 


WASH TUBS. 


No. 
No. 
No. 
a 


1 
WHEELBA RROWS. 


No. 5 with wood tray, $36.00 doz.; 
No. 4 concrete, $6.00 each; tubular 
steel wheelbarrows, $6.50 each. 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 

PirrspurGcH, Aug. 26. 
ALES by local jobbers this month 
are falling considerably under 
totals for the corresponding July 
period. This is partially explained by 
the fact that most of the sales depart- 
ment vacations fall during August and 
that a number of buyers in retail estab- 
lishments are away during that month. 
August is nearly always one of the 
slowest months of the year, but the 
hardware trade generally expects a 
quickening in activity after Labor Day 
and jobbers generally believe that this 

year will not be an exception. 


REPLACEMENT ORDERS 


Current sales of jobbers are not cen- 
tered in any individual items with or- 
ders and shipments generally for fill-in 
purposes. Fishing tackle has been active 
and vacation goods, including picnic 
jugs, thermos bottles, camping supplies, 
etc., are still holding up well. Cooler 
weather has brought an end to move- 
ment of electric fans, refrigerators and 
other cooling supplies, but continued 
drought conditions are maintaining a 
considerable demand for garden hose, 
sprinklers and other items which would 
ordinarily be quiet at this late in the 
year. Haying tools are also moving 
fairly well, but demand for Mason jars 
and other canning supplies has been 
unfavorably influenced by dry weather. 


FALL MERCHANDISE 


Retailers are showing some interest 
in fall goods, but jobbers now believe 
that no real activity will develop in 
these lines until September. Ammuni- 
tion can hardly be expected to move 
heavily before that time and other 
products will develop even later. Stocks 
of retailers are generally rather light in 
these items and careful buying during 
the spring and early summer has en- 
abled them to accumulate little sur- 
plus in seasonable items which are now 


dead. 
PRICES ARE REAFFIRMED 


Price announcements are principally 
in the form of reaffirmations of last 
season’s quotations. Fertilizer is un- 
changed with the Old Gardner brand 
quoted at $3.20 per 5-lb. bale, 10 pack- 
ages to the bale; $2.75 per 10-lb. bale, 
five packages to the bale; $2.30 per 20- 
Ib. bale, two packages to the bale, and 
$3.50 per 100-lb. bale. Prices on gar- 





AT A GLANCE 


Sales are running behind 
last year’s. A quickening in 
activity is expected after Labor 
Day. Current orders are of 
the “fill-in” variety. 

* * 
Some interest is being shown 


in fall goods, but September 
will see height of seasonal 
movement. Retail stocks are 
at a low ebb. 


* * 


Most recent price announce- 
ments reaffirm this season’s 
prices for 1931. A few minor 
price changes have been made. 

* * # 


The outlook in the local 
steel and iron industry has im- 
proved. Rural stores have 
been adversely affected by 
agricultural conditions. Build- 
ing operations have increased 
slightly. The coal industry has 


shown no improvement. 














den hose for 1931 remain the same 
as do roller skate quotations. Copper 
wash boilers have been reduced slight- 
ly, the 12-0z. No. 8 now being quoted 
at $35 each and No. 9 at $37. In the 
14-0z. size, No. 8 is quoted at $39 and 
No. 9 at $42. Nail prices are holding 
fairly well at $2.35 per 100-lb. keg 
and bolts, nuts and rivets are unchanged 
at recent discounts. Turpentine and 
linseed oil are unchanged this week and 
prices on paints are well maintained. 
Quotations on ammunition are also 
holding considerably better than usual. 


STEEL OUTLOOK IMPROVES 


The recent downward trend in steel 
ingot operations in this district ap- 
parently has been checked and indica- 
tions of improvement in business next 
month are appearing. It now seems 
that the effects of the nation-wide 
drought on the steel industry have been 
over-estimated, at least so far as the 
Pittsburgh district is concerned. The 
only immediate effect has been in tin 
plate specifications which have been 
checked only slightly and operations in 
this district are holding at about 60 
per cent of capacity. The leading in- 
terest is running at a better rate. The 
releases of one or two of the large con- 
tainer manufacturers have fallen a bit 
under expectations in recent_weeks, but 


Pick-Up Is Expected After Labor Day 
Prices Show Very Few Changes— 


| it is believed that only the corn and 
tomato pack will be seriously curtailed 
by weather conditions. Sales of imple- 
ment makers may be adversely affected 
next season but not immediately. Gal- 
vanized roofing, fence and other prod- 
ucts going ta the agricultural industry 
may be expected to be slower, but the 
full influence of curbed buying power 
on the part of the farmers can not yet 
be gaged accurately. 


FARMING AND BUILDING 


The farming community adjacent to 
Pittsburgh has suffered rather serious- 
ly and sales by hardware stores in the 
agricultural centers have been affected. 
Collections are also influenced unfavor- 
ably, but not so seriously as they have 
been in mining and industrial communi- 
ties. 

Although-reports of building opera- 
tions in this territory are still of an 
unfavorable character, residential con- 
struction and remodeling are more 
active and sales of builders’ hardware 
are being maintained and even in- 
creased in a few cases. Lack of steady 
employment has encouraged home bet- 
terment and sales of paints have been 
particularly well sustained for this rea- 
son. According to the F. W. Dodge 
Corporation, new construction under- 
taken in western Pennsylvania during 
July totaled $10,988,600, as compared 
with $14,155,200 in the preceding 
month. Public works and utilities ac- 
counted for more than half the total, 
but residential construction was a fair- 
ly close second and this figure will like- 
ly be better during the present month. 
Considerable bridge, railroad and pub- 
lic utility work is going forward at the 
present time and projects under con- 
sideration promise continued activity 
during the fall months. 


COAL CONDITIONS 


Conditions in the coal industry seem 
to have grown steadily worse since last 
April and no improvement is reported. 
Lake shipments this month are falling 
considerably under the July average 
and industrial consumption naturally 
is decidedly restricted. Railroad de- 
mand is thought to have been reduced 
somewhat by a decline in short haul 
traffic brought about by increased 
freight rates placed in effect on May 
20, but this factor is not nearly so im- 
portant as the general decline in freight 
traffic throughout the district. 
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THE ONLY SHOT THAT COUNTS !S THE SHOT THAT HITS 











The story of the Remington Standard 
American Dollar Pocket Knife 


HE average American has lost his pride in the 

possession of a good pocket knife. All kinds 
of dealers, mail order houses and chain stores 
offer pocket knives for sale, but they are mostly 
junk, sold on price only. Of course there are still 
dealers who carry complete lines of good knives, 
but they need customers to buy and appreciate 
their quality. 

It’s our idea to produce a high quality three- 
blade pocket knife to retail for one dollar. Our 
plan of selling this knife has some rather unusual 
features. 

First of all: Our main idea is not just to sell an 
enormous quantity of dollar knives, although the 
sale will be very heavy. We are preparing for a 
large business. But let me repeat—this is not the 
main idea. The big idea back of the dollar knife 
is an advertising campaign to send buyers into 
your store and to give you a chance to sell them 
knives of good quality, also other goods. 

National advertising will carry the story in the 
trade press, the sporting press, in magazines and 
papers that will reach millions of buyers. It will 
simply read :— 





“Ask your dealer to show you The 
Remington Standard American 
Dollar Pocket Knife” 











Please note we do not say “go and buy.” We 
simply invite the consumer to“go and see.” When 
this consumer calls, then the job of selling a first- 
class knife, either our dollar knife or some other 
knife, is up to you. The peculiar thing about the 
advertising of this knife is that no cuts, pictures 
or descriptions will be used. We will not even 
supply the trade press or our jobbers with a cut 
of this knife. This dollar knife can only be bought 
from a sample either in the hands of a jobber’s 
salesman or out of the showcase of a retail dealer. 
None of these knives will be sold to mail order 
houses or chain stores. Our plan is to help job- 
bers selling our line of cutlery to increase their 
sales by helping the retail merchants who carry 
our line to increase their sales. ; 


We are told that jobbers’ salesmen have lost 
the habit of showing cutlery samples. We hope 
they will not find it too tiresome to carry in their 
pockets this dollar knife so they can show it to 
their customers. 

Within a few months the story of this knife will 
be in every little village and in every shop and 
homestead in the whole United States. We send 
out millions of circulars, booklets and pamphlets 
about our other products. All of these vehicles 
of publicity as well as all our advertising in mag- 
azines and papers will carry the story of the dollar 
knife. Every reader will know there is such a 
thing as the Remington Standard American Dollar 
Pocket Knife. He will be constantly reading:— 





“Ask your dealer to show you The 
Remington Standard American 
Dollar Pocket Knife” 











Our district sales managers and our salesmen 
are now showing samples and taking orders for 
the Remington Standard American Dollar Knife. 
It is made in one pattern only. After a year’s 
careful research we have decided this is the most 
popular pattern. Of course, it will not suit every- 
body. It will suit almost everybody, but if the 
customer does not like the style of this knife, then 
it is up to you to sell him some other knife, either 
of our or some other brand, but we hope that you 
will sell one of good quality. Do your part to 
stop the present flow of junk pocket cutlery to a 
long-suffering public. 

When you see this knife, remember the idea 
and purpose of putting it out. The jobber makes 
a profit, the retailer makes a profit, but we are 
not even breaking even. Don’t write that it should 
sell for $1.50. On the large blade of every one 
of these knives is etched “Remington Standard 
Dollar Knife.” 

If your jobber does not stock these knives, write 
to the Remington Cutlery Works, Bridgeport, 


os ef Danwr22e, 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 
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TWIN CITIE 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, MINN., Aug. 26.—With school vacations practically 
at an end, and with the annual vacation for “dad” in the background, 
for the great majority of people interest is tuning toward the reg- 
ular fall activities. This is the time of year when preserving of 
fruits, making of jellies and jams and similar activities engross the 
women in the homes of this part of the country, and supplies for 
canning are in good demand. 

Radio demand shows some increase, and interest in this item is 
growing as the days grow shorter. Many new models have been 
announced by the makers, which will draw the public to the deal- 
ers’ stores. Dry batteries are selling well. 

Building activity has been rather slow all the season. Repairs 
and alterations are much in evidence, however, and will continue to 
be so the rest of the fall. While the volume of supplies for this 
form of building activity is not so great as for new work, it offers a 
fair market. 

Collections continue fair, with perhaps a slight improvement with 
the start of the crop movement. In many parts of the country crops 
are being held where possible, awaiting higher prices, which are 
expected because of the light crops due to the drought. 

Prices seem to be firm, showing no changes from those reported 
a week ago. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ST. PAUL OR MINNEAPOLIS. 





AXES. tnd tata $8.65; M-at, $3.10; stom 
Single bit, base weight, unhandled lowes -at., 94.70; -at., -50; 
axes, $15.00 to $15.50; double bit, ene Sues, So. 1, 5158; Bo. 5 
$20.00 to $21.50; single bit, handled. op a No. 3, $9.35; heavy, No. 1, 
$19.25; doubie ‘bit, handled, $24.25 $13.20; No. 2, $14.40; No. 3, $15.60 
doz., net. doz. net. 
BOLTS. GLASS AND PUTTY. 


Carriage and machine bolts, 60-10 
per cent; stove bolts, 75-10 per cent, 
and lag screws, 60-10 per cent from 
stanlard lists. 


BRADS. 
Wire brads, in 25-lb. box at 75 per 
cent from lists. 


BUILDING PAPER. 
Red rosin sized building paper, 
$2.52, and tarred felt, $3.00 cwt., net. 


CHAIN. 

Log chain, coppered, % x 14, $1.56; 
5/16 x 14, $2.11; % x 14, $2.89; self 
colored, x 14, $1.40; 5/16 x 15, $1.88; 
3% x 14, $2.54 each; proof coil chain, 
% in., $8.78; % in., $16.04; % in., 
$26.13; 5 in., $41.82 per 100 ft. 


BUILDERS’ HARDWARE. 

Steel butts, 3% x 3%, old copper 
or dull brass finish, less than case 
lots, 164%c. per pair; 4 x 4, old cop- 
per or dull brass finish, less than 
ease lots, 22c. per pair. Heavy steel, 
bevel inside sets, $8.00 per doz. sets. 
Steel, bit-keyed front door sets, $1.20 
per set; wrought brass, bit-keyed 
front door sets, $2.40 per set; wrought 
brass, cylinder front door sets, $4.75 
per set. All lock sets quoted in old 
copper finish. 


EAVES TROUGH CONDUCTOR PIPE 


AND ELBOWS. 

Eaves trough, 28-ga., 3-in., slip 
joint, 5-in., in crates, $5.25; 6-in., 
$6.40; conductor pipe, 3-in., in crates, 
not nested, $5.10; 4-in., $7.15 per 100 
ft.; elbows, 3-in., $1.73; 4-in., $2.88 
doz. net. 


FILES. 
First quality files, 50 per cent, and 
— brands, 60-10 per cent from 
st. 


GALVANIZED WARE. 
Standard galvanized pails, 10-qt., 





Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
lb. steel drums, $5.35 cwt., net. 


GRASS SHEARS. 
“Doo-Klip’ grass shears, $10.80 
doz.; ‘‘Doo-Klip” long handle grass 
shears, $18.00 doz. net. 


ICE CREAM FREEZERS. 
Acme, 2-qt., galvanized, 75c.; 4-qt., 
$1.65; White mountain, 4-qt., $4.13; 
8-qt., $6.75 each net. 


LANTERNS. 

Dietz D-Lite, No. 2, $13.00; No. 2, 
large fount, $14.25; No. 2, Blizzard, 
$13.00; No. 2, Blizzard, large fount, 
a Wizard, Cold Blast, $8.50 doz., 
net. 


LAWN GOODS. 


Nelson's Perfect Clinching hose 


couplings, $2.25 per doz.; Perfect 

Clinching hose menders, 90c. per doz. 
LAWN HOSE. 

Competition, %-in., 3-ply, 5%%c.; 


Good Luck, %-in., 6-ply, 9¢.; Bulli 
7-ply, 12%c.; Manhat- 


z, 5%-in., 
tan Whipcord Molded, -in., in 500- 
ft. bales, black, 7c.; red, ii: ae. 
coupled in 50-ft. lengths, black, 


5-in., $7.30; red, $7.80 per 100 ft., 
net. 


LAWN MOWERS. 
Philadelphia, Style A, 15-in., $18.00; 


17-in., $20. 19-in., $22.25; 21-in., 
$25.00 each, net. 
MILK CANS. 


Railroad, wide neck, 8-gal., $2.50; 
10-gal., $2.70 each, net. 


NAILS. 
Standard wire nails and cement 


coated wire nails, $2.65 per 100-lb. 
keg base. 





Seasonal Activity Shows Increase 
$ Prices Are Firm, Without Change 


POULTRY NETTING. 


Hexagon, 63% per cent from lists. 


PRUNERS. 
“Doo-Klip” pruners, $10.80 doz., 
net. 


REGISTERS. 
Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


ROPE. 

Best grade manila rope, 21c. Ib.; 
second grade, c. lb.; best grade 
—_, seve. 16%4c. lb.; second grade, 
16c. Ib. a 


ROLLER SKATES. 

Union line, extension, web heel and 
toe straps, plain steel rolls, 75c. per 
air. 
. Same for boys, with self-contained 
ball bearing wheels, $1.45 pr. Same 
for girls, with self-contained ball 
bearing wheels, $1.45 pr. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1; Nos. 193 and 105, $1.40. 


SANDPAPER. 

Best grade sandpaper, No. 1, 93c. 
per box of 75 sheets; second grade, 
No. 1, 69c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 
Sash cord, best grade, 58c. lb. base; 
second grade, 31c. lb.; third grade, 
25c. lb. base; net and cast iron sash 
weights, $1.95 ewt., net. 


SCREWS. 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 42% per cent; round 
head brass, 37% per cent from lists. 


SCREEN DOORS AND WINDOW. 
Doors, common, 2-8 x 6-8, $1.65 
each; fancy, $2.60 each; screens, Con- 
tinental, extensions, 24-in., $9.75 doz.; 
Wabash, extension, 24-in., $4.85 doz., 
net. 


SOLDER. 
Warranted half and half solder, 
22%c. Ib., and strictly half and half 
solder, 23% c. Ib., in 100-lb. boxes, net. 


STEEL SHEETS. 

Galvanized steel sheets, 24-ga. 
(base), $4.30; black steel sheets, 24- 
ga. (base), $3.70. Armco galvanized 
steel sheets, 24-ga. (base), $6.25 cwt. 
net. 


TIN. 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x 28, 8 Ib., 
coating, IC, $14.75 box, net. 


TIRES AND TUBE. 

Mansfield tires, 30 x 3%, Liberty 
cord, $4.17. Mansfield heavy duty 
oversize, Liberty, 32 x 4, $7.95. 

Mansfield heavy duty, 32 x 4, $10.50. 
Mansfield double service, 29 x 4.50, 
$10.68. Mansfield double service, 32 
x 5.50, $21.74. 

Tubes, 30 x 314, Mansfield, $1.13. 
Tubes, 29 x 4.40, Mansfield, $1.24. 
Tubes, 30 x 314, Liberty, 90c. Tubes, 
29 x 4.40, Liberty, $1.13. Tubes, 32 
x 6.00, Liberty, $1.99. 


WHEELBARROWS. 

Hardwood stave trays, $34.20 doz.; 
selected hardwood stave trays, $40.80 
doz.; tubular steel trays, 4% ft. ca- 
pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
each, net. 


WIRE. 

Galvanized barbed cattle wire, $2.70 
per 80-rod spool; galvanized hog, 
$2.88 per rod spool; special galvanized 
barbed hog wire, $2.20 per 80-rod 
spool; No. 9 (base), smooth, galvan- 
ized wire, $3.25 cwt., and No. 9, 
smooth, black wire, 


WIRE CLOTH. 
Black painted, 12 x 12 mesh, $1.65; 
aluminum finish, 12 x 12 mesh, $1.85 
per 100 sq. ft., net. 
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The NEW 
LIBBEY-OWENS- FORD 
LABEL—~and what it means to you 


HE practice of labeling ‘‘A’’ quality sheet 
glass for windows was originated by 
Libbey-Owens four years ago. It came about 
through the insistence of architects, contractors 
and builders, that some definite means be made 
available for identifying this superior product. 


The L/O label revolutionized glass buying. 
Leaders in the building field began to specify 
Libbey-Owens ‘‘A’”’ quality labeled glass. The 
label gave them a positive means of identification 
—an assurance of uniform high quality. 


Now, with the consolidation of the Libbey-Owens 
Glass Company and The Edward Ford Plate 
Glass Company, a new label has been created. 
It will appear on each light of*‘‘A”’ quality glass 
produced by the new organization. Its signifi- 
cance, however, will not change. What the old 
L/O label has meant to those who specify and use 
glass, the new L-O-F label will continue to mean 
—that the light of glass upon which it is affixed 
is of a definitely superior quality. 


LIBBEY: OWENS: FORD GLASS COMPANY 


TOLEDO, OHIO 
Manufacturers also of high quality polished Plate Glass 


LIBBEY: OWENS - ORD 


FLAT DRAWN CLEAR SHEET GLASS 
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T O New England Buying Collectively 
BOS N: e Shows a Moderate Expansion 


(Boston office of HARDWARE AGE) 

Boston, Aug. 26.—August started off fairly well so far as retail 
buying is concerned. Jobbers here report that since the first of the 
month, and especially during the past week, buying collectively has 
shown a moderate expansion. Naturally the jobbing trade is rather 
optimistic. It points out that from all the data they have collected 
retail stocks are far from burdensome, and that should the expécted 
revival in general business come in the last quarter of 1930, as sched- 
uled, there is bound to be a marked improvement in the volume of re- 
tail buying. During the summer just closing a large number of re- 
tailers have materially improved their financial standing with job- 
bers and the stage apparently is all set for a profitable September, 
October, November and December. 

There are, of course, some dull spots in New England, particularly 
in mill towns, but retailers in such localities are buying merchan- 
dise more frequently than they were in early summer months, al- 
though in no larger quantities. The stability of prices is one of the 
most reassuring factors in the current business situation. The re- 
fusal of manufacturers to be stampeded into value slashing is 
worthy of commendation, according to retailers and jobbers alike. 
Such changes as have been and are intimated are of minor impor- 
tance. Jobbers here say some readjustments are to be made shortly 
in sprayers, wash boilers, tea kettles, cotton gloves, hedge shears 
and coal hods, but they are not prepared to say if changes will be 
in the nature of advances or declines. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 


SE CAM. h net d, No. K271, 48 1 
_N each net; end, No. ’ C.; gal- 

a ei Sat vanized line, 6% ft., 67c.; 7 ft., 73c.; 
No. 260 $3; No. 1126 $2: ‘No 1026, 7% ft., 77c.; galvanized ideal end, 
$3.80; No. 1026, in lots of 25, $3.5 ie 

ner, » $5.70. 

No. 176, La. 4 rib, $17. oo Man, Accessories.— Line post driving 
large wheels, $30 per doz. net; Senior, an Se- each net; red top, studded 


large wheels, $28 per doz. net. La- 

—- a ve snare. wheels, $20 per FLUE CLEANERS, ETC. 

. 75 ng 0. ta, § Flue Cleaners.—Soot destroyer, $4 
per doz. net. Flue scrapers, stove, 


Posts.— For line, No. K268, 23c. 


Barrel racks, 
$3.75 each net. 


STOVE BOARDS. 
Stove Boards.—Paper lined, square, 
28 x 28 in., $10.40 per doz. net; 30 x 
30 in., $12; 32 x 32 in., $14.40. Wood 
square, 28 x 28 in., $19.20 per doz. 
net; 30 x 30 in., $22.60; 33 x 33 in., 
$26.50. 


STOVE PIPE. 

Surelock:—26 gage, 24 in. joints, 3 
in., 134%4c. a joint net; in., C.3 
in., 15c.; 5% in., 16c.; 6 in., 16c.; 
in., 19c. Twenty-eight gage, 24 in. 
joints, 3 in., 10%c. a joint net; 4 in., 
11%c.; 5 in.,.12%e. 5% in., 13%4c.; 
6 in., i3%c.; 7 in., ‘l6c. 

Ohio.—26 gage, 24 in. joints, 3 in., 
13%c. a joint net; 5 in., 15c.; 5% in., 
lé6c.; 6 in., 16c.; 7 in., 18%c. 

Ohio.—Furnace, galvanized, lock, 26 
gage, 24 in. joints, 5 in., 214%c. a 
joint net; 6 in., 23c.; 7 in., 25c.; 8 in., 
ag 9 in., 30c.; 10 in., 33c.; 12 in., 

Cc. 
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AXES. 

Axes. — Standard makes’ without 
handles, $14.50 per doz. net. The 
usual extras for weights and handles 
obtain. 

Handles.—Single bit, 28-in., $7 per 
doz. net; 30 in., $6.40; 32 in., $6.40 and 
$4.86; 28 in., $4.16 and $5. 


CASTERS. 

Truck.—No. 437, 77c. a set net 
No. 637, 97c.; No. a. $1.43; No. 037. 
$2. 10; No. 1037, $2. 

Furniture.—No. DED, $1.17 a set 
net; No. FFD, $1.47; No. BAB, 57c.; 
No. DRB, 73c.; No. FRB, 97c.; No. 
BFB, 97c.; No. FAG, 80c.; No. 5032- 
28, 17c.; No. 505-28, '20c.; No. 507-28, 
24c.; 5 No. 353, 30c.; No. 453, 32c.; No. 
354, 24c.; No. 454, 


CLOTHES REELS. 
Lawn.—Acme, No. 3, 
net; Advance, No. 4, $4.7 


FENCING. 
Field.—Square Deal, No. 7. 832 x 
6, $5.93 a roll net; 1047 x , 60; 
1047 x 12, $5.60; 1155 x 6, $8. 
Cattle.—No. 11, _ x 12, $3. ri a roll 
net; 845 x 12, $4.4 
Poultry.—No. 14%, 1548 x 6, fe 63 
a roll .% 1760 x 6, = No. “226 
, $4. 15; 1948 x Pe si Le 


P 25 each 


ay 1 x 

6, 5° 16: No. 17, 1136" 4, 
2048 x 4, $4.4 » 2360 x 4, $5. 30; ato 
x 4, $6.07. 


Fencing. —Lawn, style F, 36-in., 
$3.63 a rod, list; 42 in., $3.96; 48-in., 
Style L, extra, 36 in., $2.64; 
$2.97; 48 in., $3.38. Discount 
50 per cent. 





No. 5, 60c. per doz. net. 
FRUIT PICKERS. 


Fruit Pickers. — Standard. makes, 
$5.40 a doz. net. 


HOCKEY STICKS, PUCKS. 
Sticks.—Juvinal, $2 a doz. net; 
Boys’, $4; Junior, $6; Practice, $8; 
Senior, $12; Hand Made, $15; Spe- 
cial Gold, $24. 
Pucks.—Junior, 1 in., $1.20 a doz. 
net; larger sizes, $2. 


PARERS. 
Apple.—Rocking Table, 
doz. net; Little Star, $9. 


RADIATOR SHIELDS. 
Radiator Shields.—Gem adjustable 
ue. 1 4; No. [* a Oe pe. 2, $4.50; 
5; No. $5 5, pg No. 
gs No. 6-b, $6: Now 7, $6.50; No. 8, 
7. ‘These prices are list per each 
and subject to dealers’ discount of 
30 per cent. These models with 
— humidifiers are $1 extra each, 
ist 
Register shields, Gem, No. 1, floor 
type, $12; No. 10, ~~ type, $10; No. 
2, wall type, $6 and No. 20, wall type, 
$5.20. Pric ces are net to dealers per 
dozen. No. 1 and No, 2 are oxidized 
copper. No. 10 and No. 20 are black 
enameled. 


REFRIGERATORS. 
Eddy Line.—All steel, No. 602, 
60.54 each gaat; No. 603, $70; No. 604, 
77. “a ay $34.22; se, Rae $42.12; 
No. 903, $50; rien 904, No. 1203, 
350.86. " Discount, 40° ne “0 per cent. 


$11.50 per 





Trade Outlook Improves in 
Kansas City Territory 


(Kansas City office of HARDWARE AGE) 

Recent reports from the Kansas City 
trade territory are to the effect that late 
rains were more general than was the 
case when the last HARDWARE AGE mar- 
ket report was prepared. About 2 in. of 
rainfall were recorded, and the precipi- 
tation extended over a large part of Mis- 
souri, Kansas and a portion of Nebraska. 

Conditions already have shown the ef- 
fects of the rain in Kansas City markets. 
Trade has picked up materially, and 
plumbers say they have secured some 
contracts which will keep them busy for 
18 months. The building activities in 
the outside sections of town seem to 
have been stimulated by the changed 
weather conditions. 

Many believe that the States of Kan- 
sas and Nebraska, with their large small 
grain crops, will have a greater pur- 
chasing power than would have been the 
case had a big corn crop matured. They 
point out that since these States raise 
a lot of small grains the price of such 
grains will be high on account of the 
shortage of corn. In Nebraska the corn 
is not at all “shot” by any means, and 
it has a wheat crop that is far above the 
average. Same is true of oats. 

A big rally of farmers at Hutchinson, 
Kan., a few days ago showed that Kan- 
sas still will pin its faith on wheat re- 
gardless of the recommendations of the 
Farm Board, and plans are being made 
to sow a large acreage again this fall. 
Kansas feels that, since it is subject to 
dry conditions late in the summer that 
often cut short the corn crop, its best 
bet is still with wheat, for which the 
Kansas soil is especially adapted. 

As regards the recent industrial de- 
pression: 

The general feeling here in Kansas 
City is that things are getting better. 
One hears that by talking to plumbers’ 
helpers, carpenters, ditch diggers, elec- 
tricians, etc. They say they are having 
more work now than they had six to 
ten weeks ago. 
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Cream City Juicy-Krisp Roaster 
An exceptional value . . . seamless . . . self basting 
and self browning . . . has a seamless enameled 
vapor tray. Made in two sizes . . . medium and large. 
Finished in all popular colors . . . white, gray or 
dark blue with white speckles. . . . Medium-length 
171% inches, Width 10% inches, Height 8 inches. 
Large—Length 201% inches, Width 121% inches, 
Height 9 inches. 





A Wonderful 59c Leader 


A handy small sized roaster for general use which 
you can sell as low as 59c each as a leader and still 
make a good profit. It is seamless and has hollow 
handles. It is enameled dark blue with white 
speckles. Dimensions No. 25, 101% x 61% inches. 





“‘Magic”’ Oval Covered Roaster 


A popularly priced roaster finished in dark blue with 
white speckles. It is self-browning and self-basting 
. +. an unusually good value. Comes in two sizes... 
Medium-length 161 inches, Width 1014 inches, 
Height 7% inches. Large—Length 1914 inches, 
Width 12% inches, Height 8 inches. 
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A COMPLETE 
LINE OF QUALITY 


ROASTERS 


...t0 meet 
every Demand 


Cream City Ware offers the hardware dealer 
a complete line of quality roasters ... a 
roaster in every price class . . . a roaster for 
every demand. 


It begins with the famous Cream City 
“Juicy-Krisp” Roaster which is endorsed by 
leading home economists: Good House- 
keeping Institute . . . Modern Priscilla, etc. 
The “Juicy-Krisp” represents a new and for- 
ward step in roaster design. Even cheap cuts 
of meat are made tender. Water under the 
perforated tray produces sufficient moisture 
to make the roast juicy. By opening the 
vents the roast is browned deliciously crisp. 
This profitable item has always been a “sales 
maker.” + 


In addition to the “‘Juicy-Krisp” in all colors, 
Cream City makes two special enameled cov- 
ered roasters . . . a small round style and a 
larger oval style... . Ask your jobber sales- 
man about these well-known Cream City 
Roasters. .. . They are fast-moving stock ... 
well-priced to give you a good return and 
meet the needs of the greatest buying audi- 
ence. Stock the Cream City Line. . . . It is 
the Housewife’s pride. 


GEUDER, PAESCHKE & FREY CO. 
2-16 15th St. Milwaukee, Wis. 

















$2 HARDWARE AGE for AuGuUST 28, 1930 





New CaTALOGs ano DEALERS’ HELPs 


AVAILABLE FROM MANUFACTURERS 


Altorfer Bros. Co. Issues 
ABC Line Booklet 


The 1930 line of ABC washers, manu- 
factured by Altorfer Bros. Co., Peoria, 
Ill., is illustrated in a catalog printed in 
colors. The operating and construction 
features of the line are shown by means 
of diagrams and colored illustrations. 
Each model is shown in its actual colors, 
giving the dealer a complete idea of 
what the machines are like in appearance. 
In the rear pages are shown illustrations 
and diagrams of the agitator and flexible 
ballon roll combinations, used in these 
washers. Principles of operation are 
explained on the same pages, with the 
illustrations. 


Hoeft & Co. Issues Poultry 
Supplies Catalog No. 20 


Moe’s line of poultry supplies and 
hardware specialties is described in cat- 
alog No. 20, which shows the 1930-31 
line being offered by this company. The 
net trade price list, which will be effec- 
tive during the same season, is also of- 
fered to dealers. Catalog No. 20, indicates 
list prices, per unit and by the dozen. 
The supplies offered are illustrated and 
fully described. Hoeft & Co., Inc., Nurih 
Chicago, Ill. has issued the catalog. 





Attractive 32 Page Booklet 
Describes Sterling Wire Products 


Northwestern Barb Wire Co., Sterling, 
Ill., has issued an attractive 32 page book- 


let, describing in detail the line of Sterl- 
ing wire products, offered by the com- 
pany. The first two pages, call attention 
to the features of Sterling products, 
which the company has made since 1879. 
It is catalog No. 30 showing illustratidns 
of Sterling products in use. Specifica- 
tions of and uses for this line are fully 
described in the booklet. The rear pages 
are devoted to pictures and information, 
showing the qualities of genuine puddled 
wrought iron. Advertising helps, for 
increasing sales, are illustrated in actual 
colors on one of the rear pages. Each 
circular illustrated confines itself to a 
particular line or type of merchandise, 
offered by the company. 


Corbin Cabinet Lock Co. 
Issues New Catalog Pages 


The Corbin Cabinet Lock Co., New 
Britain, Conn. has issued catalog pages 
202A, 278A and 490A, describing items 
of the Corbin line. Page 202A shows 
wrought padlocks and cast padlocks, for 
dog collars, golf bags and general pur- 
poses. Specifications of locks and keys 
are given. On page 278A is shown a 
counter display, of unique appearance, 
for demonstrating the pin tumbler mech- 
anism, of Corbin padlocks in actual op- 
eration, and showing its points of con- 
struction. Keys are fastened to the board, 
so that customers may test the lock, and 
watch its operations. The third page 
shows rust-proof steel house letter boxes 
and gives a description, including speci- 
fications. 


Department of Agriculture Issues 
“Ventilation of Farm Barns” Booklet 


Technical Bulletin No. 187 has been 
issued by the United States Department 
of Agriculture, Washington, D. C., under 
the name of Ventilation of Farm Barns. 
M. A. R. Kelley, associate Agricultural 
Engineer, division of agricultural engin- 
eering, bureau of public roads, prepared 
this booklet. It indicates, by use of dia- 
grams, graphs, illustrations and charts, 
the proper methods of ventilating barns 
and faulty means of doing so. Copies 
are available from the Superintendent of 
Documents, Washington, D. C. for 25 
cents. 


Hibbard, Spencer, Bartlett & Co. 
Issues “The Toy Parade” 


Hibbard, Spencer, Bartlett & Co., Chi- 
cago, Ill., wholesale hardware house, has 
issued a very attractive toy catalog, The 
Toy Parade, printed in natural colors. 
The cover shows dolls, trains, skates, 
sleds, toy soldiers and other toys proceed- 
ing down a street of toy buildings. At the 
bottom is a space for the dealer’s name, 
with a caption, Merry Christmas from 
s heses Inside, toy items for boys and 
girls of all ages and all seasons are fully 
described as to size, color and price. The 
toys are illustrated in full colors. Some 
of the lines are specially made to speci- 
fications of the wholesale house, issuing 
The Toy Parade. A four-page folder has 
been issued which shows what retailers 
say about this catalog and its usefulness 
in selling toys. 





Henderson and Retailers Split on Trading Stamp Issue 


and, for illustration, I cite you to 
the United Cigar Stores, a chain 
institution. The United Cigar 
Stores is a creature of the American 
Tobacco Company. The American 
Tobacco Company fixes the price of 
the raw material, from which comes 
its manufactured products. It then 
fixes the price at which the public 
can buy these products. Notwith- 
standing this arbitrary power to say 
what its profits must be, it force- 
fully appeals to the public through 
the trading stamp or what it sees 
fit to call coupons. 

“I appreciate the hearty coopera- 
tion I have, received from the 
Missouri Retail Merchants Asso- 
ciation. We are working for a 
great cause. To save our country 


(Continued from page 63) 


from the chains and monopoly, we 
must win and, it is needless to say 
—‘United we stand; divided, we 
fall.’ Therefore, I am hoping after 
reading this letter, you will under- 
stand my position and that I may 
hear from you at an early date, ad- 
vising to this effect.” 

The two letters seem to tell the 
whole story. Mr. Henderson’s ex- 
planation and defense, far from 
allaying the opposition of the deal- 
ers, seems to have accentuated it, if 
anything. Paul A. Lovewell, editor 
of The Merchants Journal, Topeka, 
Kan., and one of Henderson’s most 
ardent supporters and admirers, 
openly declares that the Colonel’s 
foot apparently has slipped, and 
speaks of his having fallen into the 


“trading stamp trap.” Mr. Love- 
well states that “maybe this trap 
was set for him by the chain-store 
gang,” and further expresses the 
belief that “Henderson, not having 
long been associated with retail mer- 
chandising and having no_back- 
ground, fell for the talk.” 

It will be observed from. the 
Colonel’s letter, however, that he 
thinks he has plenty of background 
and regards himself as being justi- 
fied in reproaching dealers for 
“their want of understanding.” 

Mr. Henderson is in error also 
in his reference to the United Cigar 
Stores using stamps and coupons. 
These stores quit them about a year 
ago on the ground that they cost 
too much. 
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Announcing .... 


the Liberty Steam 
Pressure Cooker .... 

















Why This NEW Cooker 
Will Sell 


1. Absolute safety guaranteed. 
There are 4 patented auto- 
matic safety steam releasing 
devices on this cooker. 

2. Saves 2/3rds of the fuel used 
in Cooking and 2/3rds of the 
time. 

3. Patented cover clamps are 
easily removed from the cover, 
making it easy to clean. 

4. Cover clamp knobs of beauti- 
ful black Bakelite. These are 
always cool to the touch. It is 
not necessary to use even a 
cloth when loosening the 
clamps. 

5. Prepares the cheapest cuts of 
meat to the same tender de- 
liciousness, as the most expen- 
sive ones. 

6. Gives the housewives more 
leisure as the dinners are pre- 
pared very quickly and with- 
out attention. 


There are a great many more 
features about This NEW Steam 
Pressure Cooker that you should 
know. 





Just fill out the coupon and 
send it in. 





This 4 Color Dis- 

play Furnished with 

Initial Order of 4 
Cookers 











i Cooker is NEW. It is the Cooker 
Ever haar & pms housewares department. 
This Cooker has every element that appeals to the modern 
housewife. 
Speed, Convenience, Leisure, Economy, Health and Safety in 
nige i ished cast Aluminum Cooker, 
onag pao pepe yr ne oy arn ra ‘effort and attention to the 
fine details of manufacture. 


Its NEW design permits it to be used as a no water cooker, or 





>ANY 

a stock pot as well as a steam pressure cooker. <u coMPA’ 

i j i j ive selling fea- : sKuM A tell 
Made in 4 easily sold sizes with 11 New exclus . eM sna WT out NEAT petts 
tures and 4 Patented Safety Points. Korean me, vt NEN or 

it i i i lars cooker nan 
Fill out the coupon and send it in NOW. Get in on this NEW paricltracure, ior, Mere 
i y 

Cooker business. Seon 


Kewaskum Aluminum Co. et aan 
Kewaskum, Wis. 
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Mlaydole 
Hammers have 
been sold exelu- 
sively through 
hardware job- 
bers for 4 gen- 
erations —and 
that’s the only 
place you get 
them today. 


More than 87 years of honest 
American quality have built up 
a demand for Maydole Hammers 
that is of real value to you. Don’t 
let your stock get low, your job- 
ber can supply you with the 
styles and weights you need. 


Maydole 


Hammers 


The David Maydole Hammer Co..Norwich NY. 


























50 Washers a Year in a Town of 150 


(Continued from page 51) 


know the prospect wants a washer, 
but the usual—“Wait a couple of 
months until we can finance it” 
holds up the sale. If Cupery and 
DeYoung know that the prospect is 
good for the machine, they explain 
that it would be foolish to wait and 
do months of washing by hand, 
when they could take the machine 
on a sixty or ninety day terms. In- 
variably, the machine is sold with a 
substantial payment down, and the 


balance paid within the stated 
period. 
Another advantage the small 


town hardware merchant has, is the 
service appeal. Every rural com- 
munity has had experience with 
high pressure selling and a subse- 
quent lack of service. One hundred 
per cent service backed to the limit 
by the manufacturer has been a big 
sales booster for Cupery and De- 
Young. 

The trade-in problem is no prob- 
lem for this enterprising firm. 
They find that in-nearly every case 
they are forced to take in a used 
machine of some sort, but in no 
case do they allow more than the 
value of the parts and a conserva- 
tive cash discount allowance. They 
find the average trade-in runs about 
$12. 


The trade-in machine is always 
taken back to the store—never left 
with the customer who would feel 
as though they were getting a re- 
duction in price. Any usable parts 
are kept, the rest of the machine is 
junked. Occasionally a machine is 
good enough to be sold as a second- 
hand washer, after being over- 
hauled and a profit is made on it. 

Cupery and DeYoung find that 
promiscuous demonstrations eat up 
profits. They never take a machine 
out unless they are sure that the 
prospect really needs a machine 
with the result that they have 
“pulled” only one washer out of 
eighty-four sold in the past eighteen 
months. They were very soon 
asked to bring back the machine, 
and a cash sale was the result. 

In closing the interview Mr. De- 
Young again stated that fifty wash- 
ers per year in a town of 150 is not 
amazing. ‘We know our trade, we 
know the need for a modern, effi- 
cient washer, and we know the 
financial worth of each of our cus- 
tomers. Any small town hardware 
dealer, if he considers profits, will 
do the same as we—push washing 
machines because they are easily 
sold, give tremendous satisfaction 
to the purchaser, and build profits.” 





“Radio Prospects Come to US” 


(Continued from page 55) 


have a ready sale and that extra 
effort is required to sell them, as 
the sales resistance of the average 
prospect is greater. Less expensive 
sets, in Mr. Librett’s opinion, can- 
not be depended upon to give the 
kind of service that customers of 
the store have reason to expect. 
The firm has also demonstrated 
that radio sets can be sold on other 
terms than on installments. No 
sales are made where a mortgage 
on the set is needed to protect the 
firm. The store holds that if the 
prospect is so situated that a sales 
contract is needed to enforce the 


obligation that it prefers not to sell 
that prospect. The sets sold are 
either sold for cash or on open ac- 
count. In justifiable instances, cus- 
tomers with a legitimate reason can 
make arrangements for a longer 
term of credit than the customary 
thirty days. As an example one in- 
stance was cited where the prospect, 
a young lady on a monthly allow- 
ance, was allowed four months to 
pay for the radio set. The close 
contact that each salesman main- 
tains with his own particular group 
of customers enables the store to 
know just what can be expected 
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from each customer so far as ful- 
filling their obligations is concerned. 
In another case, that of a truck 
driver who has been a customer of 
the firm for several years the terms 
were extended longer than usual, 
but the store knew that he could be 
depended upon to pay the account 
as he said he would. In reality, the 
customer paid the account before 
the specified time elapsed. 

During the first nine weeks that 
the store handled radio, sixteen sets 
were sold, notwithstanding that 
this period occurred after the peak 
of the radio season was past. Activ- 
ity in the radio department has since 
been of such character that arrange- 


ments are being made for larger 
and improved display facilities. At 
the present time, the noises and dis- 
traction in demonstrating a radio on 
the main sales floor are a handicap. 
Current for the sets under the 
present arangement comes from the 
same current supply as that which 
operates the electric cash register, 
which causes interference. How- 
ever, a new building is being erected 
adjoining the store and a portion 
of it will be devoted to an especially 
equipped radio demonstration room. 
This is indication enough that the 
firm is very well pleased with the 
returns from its recent entry into 
the radio merchandising picture. 





How Electricity Makes Ice . 


(Continued from page 53) 


frozen and the ice cubes are ready 
for use. 

The cost for current to operate 
an electric refrigerator varies with 
its size, the manner of use and the 
temperature prevailing in the room 
it occupies. If the doors are left 
open often and for unnecessarily 
long periods, or if hot foods or 
liquids are placed inside to cool, the 
current consumed will be greater 
than that required under normal 
conditions. Some figures recently 


gathered indicate that the average 
kilowatt consumption of electric re- 
frigerators under average family 
conditions is 46 kilowatts monthly. 
To ascertain current costs in your 
particular locality, it is only neces- 
sary to multiply the monthly kilo- 
watt average, 46, by the price paid 
per kilowatt-hour for current. At 
a rate of 5 cents per kilowatt-hour, 
the monthly cost of current would 
thus be $2.30 per month. 


How to Sell More Ranges 


(Continued from page 47) 


other stores handle ranges in the 
town, this program enabled the 
store to sell 35 new ranges and 10 
used ranges during 1929. Starting 
in business three years ago, it has 
been the policy of this store to con- 
centrate on the larger articles used 
in every home. In making house-to- 
house calls and deliveries within a 
radius of 50 miles, two cars are 
used by the firm’s outside salesmen. 

Nathan Barkman, a member of 
the firm, explains that a cue was 
taken from a well-known range fac- 
tory which has had considerable 
success in selling its product by 
calling directly upon the farm trade. 
The store reports that similar meth- 


ods have produced excellent results. 
In assisting the store to carry out 
its plan, one of the range company’s 
representatives has worked with 
one of the store’s outside salesmen 
during special three-day campaigns, 
which occurred about four different 
periods of the year. The factory 
salesman is equipped with a minia- 
ture range, complete in every detail 
and is often able to close some of the 
more difficult prospects previously 
contacted by the store. 

Used ranges are accepted in trade 
by the Barkman Co., and _ little 
trouble is had in disposing of the 
trade-ins. They are gone over care- 
fully, thoroughly cleaned and all 








A Scientifically 
Simplified Line of 
Superior Tacks 


Bakatax are modernly packaged, 
rust resisting, attractively blued. 
And in addition to these unusual 
advantages, the Bakatax line has 
been scientifically simplified so that 
half the items previously con- 
sidered necessary now comprise a 
complete assortment. Give jobber’s 
name and send for free sample. 
Geo. Baker & Sons, Inc., 
Brockton, Mass. a | 





Speed Up 
: the 
Wheels of 


Industry 


Write to your jobber 
today for any of the 
merchandise adver- 
tised in these pages. 
Don't wait for the 
jobber’s salesman. 


You may forget. 
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Selling Only One 
DUX Dishmop to 
20 Customers a Day 
Amounts to $939.00 


in a Business Year 
Some stores do considerably better than this. 






DUX Dishmops with their COLORED 
HANDLES are selling faster than ever 
from our FREE Metal Display Stand. 


Don’t overlook the yearly increase from 
this little 15-cent household article that 
every family needs. Many housewives 
buy from two to a dozen as these un- 
solicited letters prove. Read them and 
profit. 


“I have been unable to get the DUX dishmop in 

the stores. Will you be good enough to send me 

two and I’ll remit whatever you tell me to pay.” 
Mrs. C. A. B., Medford, Mass. 


“We picked up a DUX one day, bought three more 
and used them up. They make dishwashing al- 
most a pleasure. Have searched Evanston for a 
retailer who has them—no luck.” 

E. D. B., Evanston, IIL 


“Since my last DUX dishmop wore out, I have 
bought 3 different kinds of mops, one a 25c one, 
and we don’t like any of them. Could I buy a 
half-dozen DUX dishmops direct from you or will 
you tell me where I can get them?” 

Mrs. A. S. W., Westfie'ld, Mass. 


“As I am unable to get your mops 
in Boston, I wonder if you would 
tell me where I can get six (6) of 
them. I think they are the best on 
the market.” 

Mrs. W. H. S., Boston, Mass. 








We Don’t Want 
Housewives to Go 


“DUX” Hunting 





We want the retailer to get 
this business. That’s why 
we refer all inquiries to the 
nearest dealer. 


Right now, while so many 
housewives are “DUX” hunt- 
ing, is the time to stock 
DUX Dishmops and supply 
them. 





If your Jobber hasn’t stocked DUX Dishmops, send 
us his name on your letterhead and we will see that 
you are supplied. 


DUX DISHMOP COMPANY 


55 North Second Ave. 
Mount Vernon, N. Y. 
Western Office: 519 Call Bldg., San Francisco, Cal. 


Eg Hy te Og I ON OG a a ION 
(Se Re tt A TN I a IO INN ON GO 





necessary parts are ordered. Particular attention is 
given to the condition of grates and firebacks, lids, 
and centers. When this reconditioning is completed, an 
attractive price is placed on them and they are readily 
sold. Many newly married couples, in moderate cir- 
cumstances, who are just starting to keep house and 
are looking for bargains, are the purchasers. 

In arranging terms, this store has found it advan- 
tageous to make out individual notes for each monthly 
payment rather than to make one note for the total 
amount. From its experience in the banking business, 
the firm relates that in large amounts it was easy for 
the purchaser to ask for renewals, whereas if smaller 
amounts are involved and extensions granted, a larger 
portion of the total amount due will have been paid 
before the time limit has expired. Notices of notes be- 
coming due and payable are mailed five days in advance 
of the due date. Only one range has been repossessed 
due to failure on the part of the purchaser to comply 
with the specified terms. Before closing a transaction 
the credit standing of the prospect is checked through 
the bank and other sources. Lein notes, payable at the 
store’s office, without interest are used. 

Paxson Link of Horace Link & Co., a Paris, IIl., 
furniture firm which has attained a notable record in 
merchandising ranges, states that a stove and range cam- 
paign is conducted in each of the three stores operated by 
the firm during August of each year. At that time special 
inducements are offered for early purchases. The in- 
ducements take the form of free coal for heaters and 
some premium, like a white enamel table, cooking set or 
similar inducement for range orders. 

The trade territory around each Link store is divided 
into sections, and a salesman is assigned to each sec- 
tion. It is the duty of each salesman to make a house- 
to-houe canvass in his section during the three weeks 
of the August selling campaign. In this manner not a 
single prospect is missed. A deposit of only $5 is re- 
quired to hold a stove or range purchased during the 
campaign until delivery is requested in the fall. Then, 
when the purchaser is ready for delivery, an additional 
payment is made to bring the total of the initial pay- 
ment up to a satisfactory sum, providing, of course, that 
the range or stove is being purchased on the partial- 
payment plan. The purpose of giving the premiums is 
so that every person making an early decision receives 
a worth-while inducement for the advance orders. A 
great deal of interest is also developed during the August 
campaigns, and a large number of prospects are secured 
who are generally sold later in the fall if they do not 
make a decision during the campaign. 
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The Hardware Hostess 


(Continued from page 55) 


smile. They want to feel that they are welcome; that 
they are free to look around and handle the merchan- 
dise. They like to pick it up they don’t care so much 
how it is made, but how convenient it is, and—above 
everything else, the price, always the price. So, by all 
means, Mr. Hardware Merchant, have your price mark 
conspicuous; the more conspicuous, the better. Mrs. 
Customer wants to know the price of everything, and 
she has to know it before she will buy but she is often 
reluctant to ask it. And here is another hint :—it is not 
a bad idea to label articles of recent invention telling 
what they are and their use, for there are lots of good 
salable items that many people are not familiar with. 
Remember that Mrs. Customer wants to know every- 
thing but she shrinks from questioning you. Make 
everything the easiest possible for her, and your cash 
register will never be sorry. 


Coming Conventions 


Tutrp ANNUAL CONVENTION OF THE AMERICAN 
ASSOCIATION OF Master LocxsmiTHs, Hotel Pennsyl- 
vania, New York City, Nov. 12, 1930. Walter S. Orrell, 
secretary, 206 Pearl St., New York City. 


AMERICAN HARDWARE MANUFACTURERS ASSOCIA- 
TION CONVENTION, Marborough-Blenheim Hotel, At- 
lantic City, N. J., Oct. 20, 21, 22, 23, 1930. Charles F. 
Rockwell, secretary-treasurer, 342 Madison Ave., New 
York City. 


Itt1inois Retai. Harpware AssociIATION CONVEN- 
TION AND Exuisition, Hotel Sherman, Chicago, Feb. 
10, 11, 12, 1931. Paul M. Mulliken, Managing Direc- 
tor, 14-16 North Spring St. Elgin. R. Y. Wallace, 
Director of Exhibits, Elgin. 


KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
CoNVENTION AND Exuisit, Brown Hotel, Louisville, 
Ky., Jan. 20, 21, 22, 23, 1931. J. M. Stone, secretary- 
treasurer, Room 308, Republic Building, Louisville, Ky. 


Minnesota Retatt Harpware ASSOCIATION CON- 
VENTION, Feb. 17, 18, 19, 20, 1931; Municipal Audi- 
torium, Minneapolis. Charles H. Casey, manager-treas- 
urer, 2344 Nicollet Ave., Minneapolis. 


Missourt Retait HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1931. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

MontTANA IMPLEMENT AND HARDWARE ASSOCIATION 
ConvEnTIon, Great Falls, Mont., Feb. 12, 13, 14, 1931. 
A. C. Talmage, secretary-treasurer, Bozeman, Mont. 

NATIONAL Etectric Ligut ASSOCIATION CONVENTION 
AND Exuisition, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 

(Convention list continued on next page) 






































No 35 : 
TURNER 


PROSPER 
alheadi se 


WITH BUSINESS AGAIN ON THE 
UPTURN, BETTER TOOLS ARE 
IN DEMAND. 

Efficiency with economy is the watch-word of 
the new era of prosperity. The efficiency of the No. 
35 Turner Blotorch is outstanding, while its time 
saving features and its low cost are real economy. 
The Turner No. 35 is generated in 1/5 of the time 
required to generate an ordinary blow torch. There 
is no drip cup to fill or spill. The working blast 
can be turned on or off as long and as frequently 
as desired. , 

The Turner No. 35 Blotorch employs a pat- 
ented internal carburetor and generator. An in- 
tensely hot blue flame is delivered by the generator 


directly to the undervein. It acts as a pilot light 
keeping the torch constantly generated. 


The cost of the No. 35 Turner Blotorch is very 
Send coupon below for your catalog 


reasonable. 
of the complete Turner line. 






THE TURBER BRASS WORKS 
801 Park Ave., Sycamore, Il. 
Western Branch—1284 Sunset Blvd., 
Los Angeles, Cal. 


Please send me complete information and 
prices. 


ES eee ee ee Ce CTT eee 








Town 
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Rugged strength and 
proven service are 
provided in the sturdy 
lines of GRIFFIN 
Garage Hardware 
Sets-used by thought- 
ful builders every- 
where. + vy + 





Manufacturing Co 


E ALE, Na OR SYLVANIA 
yanch O; Sfices_ 
poet fg hehe 
555 W. Randolph St. 


Ee. ch 
San Francisco, 703 Market St. 








Coming Conventions Continued From 
Previous Page 


1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 

NaTIONAL HARDWARE ASSOCIATION CONVENTION, 
Marlborough-Blenheim Hotel, Atlantic City, N. J., Oct. 
20, 21, 22, 23, 1930. George A. Fernley, secretary- 
treasurer, 505 Arch St., Philadelphia, Pa. 

New EncLanp RetTaIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, Ex- 
hibition at Mechanics Building. George A. Fiel, secre- 
tary, 80 Federal St., Boston, Mass. 

New York State Retartt Harpware ASSOCIATION 
CONVENTION AND ExposiTION, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley sec- 
retary, 510 Hills Building Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 

Onto HarpWARE ASSOCIATION CONVENTION AND 
ExursiTion, Cleveland, Feb. 17, 18, 19, 20, 1931. 
Headquarters, Hotel Cleveland. Exhibition in Public 
Auditorium Annex. James B. Carson, secretary, 708 
Mutual Home Building, Dayton. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INc., CONVENTION AND EXHIBITION, 
Commercial Museum, Philadelphia, Feb. 10, 11, 12, 13, 
1931. W. Glenn Pearce, secretary-treasurer, 610 West- 
ley Building, Philadelphia. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXxuIsiTIon, Atlanta, 
Gat, May 12, 13 and 14, 1931. Walter Harlan, secre- 
tary-treasurer, 701 Grand Theater Building, Atlanta, Ga. 

SoutH Daxota Retait HARDWARE ASSOCIATION 
ee ae New Auditorium, Rapid City, Feb. 3, 4, 

, 1931. Headquarters, Alex Johnson Hotel. Charles 
Fi Casey, manager and treasurer, 2344 Nicollet Ave., 
Minneapolis, Minn. 





Shelby Cabinet Latch 


The Shelby Spring Hinge Co., Shelby, Ohio, has recently placed on 
the market a new type latch for cabinet and cupboard doors. It is 
made of wrought metal, either in steel or real brass, and can be fur- 
nished in all hardware finishes. Slide bolt is operated with a lever. As 





it fits against the beveled part of the clip, it tends to exert a pressure 
against the door, closing it much tighter. Latches are packed in boxes 
of one dozen, with screws and two strikes for each latch. One 
strike is for use on full surface butts on doors that fit flush. The 
other is for use with offset butts on paneled doors. Net price is 
$1.85 per dozen 
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The Tallest Structure 
in the World Selects 


Lawson-Milwaukee 
Hardware 


The Empire State Building 
sets new altitude records as 
it climbs skyward. This fa- 
mous “wonder of the modern 
world” soars 1,248 feet above 
street level. 































Likewise, Lawson-Milwaukee 
Hardware attains new quality 
heights . . in being se- 
lected for this building mas- 
terpiece. With higher stand- 
ards of beauty and utility 
e % Lawson - Milwaukee 
Hardware has established it- 
self as the finest . . . for 
this and other outstanding 
buildings everywhere. 





















You’ll find business better 
with Lawson-Milwaukee Hard- 
ware. It represents univer- 
sally accepted standards in 
material, workmanship and 
finish. It enables you to keep 
your stock COMPACT and Write for catalog covering 
COMPLETE . . to make the entire Lawson-Milwaukee 
more money consistently. line. 4 





































Lawson ‘‘Universal’” Pivot Spring 
Hinge—sagless, adjustable alignment, 
adjustable spring tension. Nickel 
plated, Polished Brass or Bronze Metal. 









Will hold the door open or closed at 
any point selected. 





Lawson-Milwaukee 


Spring Hinges 















MILWAUKEE STAMPING CO. 


MILWAUKEE, WIS. 










ROOMS AND WAREHOUSES 


416 Broadway, New York, N. 
Milwaukee Stamping Co., 230 W. Superior St., Chicago, 
Cc. E. Harris, 120 Pearl St., Boston, Mass. 

Arthur R. Bodmer, 323 Kelso St., Harrisburg, Pa. 

J. Allen, 202 Balter Bidg., New Orleans, La. 

J. H. North, 1002 Woodlawn Ave., Seattle, Wash. 

F. Bevers, 52! 30th Ave., Seattle, Wash. 

W. Jonas, 320 E. 3rd St., Los Angeles, Cal. 

. Mortimer & Co., 64 Wellington St., West, Toronto, Ont. Can. 
Chas. T. Walker, Ltd., 507 Coristine Bidg., Montreal, Que., Can. 
Peterson Sales Co.. 1921 Blake St., Denver, Colo. 


SALES 
Milwaukee Stamping Co., 





Y. 
i. 












| there has always been a de- ff 





Making 
A Good Seller 
Better! 


Now the Household Blue Streak can opening 
machine, always recognized as a great seller, 
is improved—and at no additional cost to you. 
The metal thumbpiece is replaced by a big 
easy-to-turn wooden handle increasing the 
ease of operation by 50%. Better to look at— 


easier to use—therefore a better seller—a 
quicker mover—a greater profit earner. 
tails for 50c. 


Re- 












Master Blue Streak 


The table model Master 
Blue Streak retailing at 
two dollars. A proven 
seller ! The leading 
quality can opening ma- 
chine. 






New Too! 


The Master Blue Streak in a 
popular new model that screws /® 
on the wall, a model for which |} 


mand—a market prepared for 
your profit taking. 


ROSE AEE 


Your jobber has the whole line in stock. 


The Turner & Seymour Mfg. Company 


Torrington, Connecticut 
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Of Quality in 





every Type and Size 





Reed and 
Prince 
Products 
ineludes: 


Wood Screws 
Machine Screws 
Cap Screws 

Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Machine Screw Nuts 
Stove Bolt Nuts 
Chair Rods 
Stove Rods 
Seat Rods 
Specialties 


Available in any fin- 
ish — nickel, blued, 
copper, bronze, brass, 
galvanized, plain, 
polished, cadmium, 
chromium. 


REED & PRINCE MFG.CO. 





Reed & Prince Screw 
Products can be depend- 
ed upon for unvarying 
uniformity in strength, 
finish and dimensions. 
Every Screw, Nut and 
Bolt meets the highest 
standards of quality and 
accuracy. 

For GOOD WORK use 
dependable Reed & 
Prince Products. Your 
largest requirements can 
be handled promptly. 
May we submit samples 
and prices. 


WORCESTER, MASS..,U.S.A. 


WESTERN BRANCH at CHICAGO - 3635 IRON STREET 











Ingersoll $1.00 Trump Watch 


The Ingersoll Trump watch, made by the Ingersoll-Waterbury Co., 
30 Irving Place, New York City, is made to sell for the suggested 





retail selling price of $1.00. Cost to dealer is 77c. Quantity discounts 
are available when purchased as part of an assortment. It carries the 
name Ingersoll on the dial. Window display is free with orders for 
Ingersoll dollar watches. 


Majestic Reflector Heaters 


New Models have been added to the line of heaters made by the 
Majestic Electric Appliance Co., 509 Folsom St., San Francisco, Cal. 
Mogul 75 is of single shell construction, with reflector surface heavily 
chromium plated to insure long life. It is finished in Pompeian green, 
equipped with an 8-ft. cord and plug attachment. Mogul 81 has 





patented double shell construction, providing air space between re- 
flector and back, insuring a cool handle and heater back. Reflector 
is heavily chromium plated. Finish is Florentine bronze. It has 8 ft. 
cord and plug attachment and 1000 watt Mogul type element. Majestic 
72 is an attractive single shell construction heater with copper plated 
reflector and 660 watt screw-in element. It is finished in Nile green 
and is equipped with 8 ft. cord and plug attachment. The 1000 watt 
Mogul element makes possible a much higher degree of efficiency and 
serviceability Larger contact surfaces eliminate over heating and 
oxidizing. All connections are silver soldered. Majestic element is 
of two piece construction, reducing heat conductivity to a minimum. 
All contact surfaces of socket and base are nickel plated to eliminate 
cxidizing. This company also makes the Majestic toaster, finished in 
heavy chromium plate with jade green fittings. It has a capacity of 
two slices, toasts both sides at the same time and is controlled by 
means of a single knob, which operates both the toast timing mech- 
anism and current control. An ingenious shunt circuit allows just 
enough current to flow through the elements, which are of ribbon 
type, supported in mica, to keep the two slices of toast hot until ready 
to serve. The toaster is of the automatic type. Suggested retail selling 
prices are: Automatic toaster, $13.50; No. 81 reflector heater, $11.50. 
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KIMBALL ELEVATORS 











LIGHT ELECTRIC ELEVATORS 


Kimball Light Electric Elevators operate at 
a low cost. There is a light electric built for 
your requirement as to size, speed, etc. 

Write for particulars on these machines. 
They come sawed, drilled, fitted, ready for 
assembling. 


KIMBALL BROS. CO. 








1117-4] Ninth Street COUNCIL BLUFFS, IOWA 


Many a man is 
like atack... 


Why? — useful if headed in. 

the right direction—but ca- 
pable of going only as far 
as his head will let him. 
























Customers will use their 

heads to come back to your 
store if you carry Atlas 
Tacks and Small Nails. 


They will remember these 
clean cut, serviceable items 
. - - available in both quality 
and price range. Ask your 
jobber for them by name. 


ATLAS TACK 
CORPORATION 


FAIRHAVEN, MASS. ST. LOUIS, MO. 








Them Roll : 


HOW the customer an “Acme” Caster. Show how 

this caster rolls along easily, smoothly—without 
friction, effort, or injury to floor surface or covering. 
That is all you have té do to sell these casters. They 
long ago displaced the old-fashioned caster. Progressive 
dealers everywhere sell “Acmes” for quick sales, rapid 
turnover and greater profits. 


We shall be pleased to forward samples, quotations 
and complete information to those interested. 


The ScHATZ MANUFACTURING COMPANY 
Poughkeepsie, N. Y. 


AGENTS: J.C. McCarty & Co., 258-Broadway, 
New York City 





BALL BEARING 


Casters 
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RICH 
LADDERS 


(Below) RICH = BR apeey Ladder. 
Selected spruce. de side rails. 
Wide steps anaes by %-inch 
steel rod and truss block. 
brace under bottom step. Back 
legs have hickory rungs opposite 
each step. 














Years of ladder manufacturing ex- 
perience, ample resources and the 
improved facilities of our new plant 
enable us to produce spruce ladders 
that meet the growing demand for 
safety, dependability and durabil- 
ity—ladders that will satisfy your 
customers and increase your profits. 


There’s a RICH Ladder for every 
purpose. Write for catalog and 





details of the RICH prop.- | 
osition. 24-hour service for 
emergency orders. | 












We Pay the Freight. 


THE RICH PUMP | 
& LADDER CO. | 
| 


Cincinnati, Ohio 





Many dealers are 
selling the heavier 


sizes of Superior 
Hexagonal Netting 
for fencing and 


other purposes. 


The product lends 
itself favorably for 
this use because of 
its uniformly even 
mesh and perfectly 
straight selvage. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 





Adjustable Automatic Wrinkle-Proof Iron 


The iron shown in the July 31 issue of Hardware Age, on page 85, 
was not the No. E7093 adjustable automatic wrinkle-proof iron, offered 
by Landers, Frary & Clark, New Britain, Conn. By error the wrong 
cut was used. It is an iron of 


Iron No. E7093 is illustrated here. 





chromium plate Inish. Iron heat is regulated by use of dial; an automatic 
circuit breaker preventing heat of iron from rising above point in- 
dicated on dial. Special round heel, tapered point and nieely beveled 
sole plate permit it to iron backward and sideways as easily as forward, 
without wrinkling fabric. It has tip-up stand, mahoganized handle, 
6-foot cord and is packed in single cartons, six in a package. Weight 
is 6 lb, 8 lb. packed. Cost to dealer is $5.00 each; suggested retail 
selling price is $7.95 each 





Standard Chieftain Range 


The Standard Chief- 
tain range is made in 
white porcelain enamel 
or in colors. It takes a 
floor space 44 by 24 
inches, has four full size 


eight inch three heat 
hotplates. Oven meas- 
ures 16 by 14 by 18 


inches, has temperature 
control and is aluminum 
or supermetal lined. The 
Standard Electric Stove 
Co., Toledo, Ohio, makes 
this stove, model 1054 
to sell for the suggested 
price of $140, in white 
porcelain enamel finish. 
Shipping weight is 220 Ib. Oven has two burners, upper one being 
a broiler. Broiler pan and racks are furnished. It may be operated 
automatically, when furnished with clock and temperature control. 





Bausch & Lomb Shop 
Microscope 





The No. 32 shop microscope, 
for inspection of surface condi- 
tions-is made by the Bausch G 
Lomb Optical Co., Rochester, 
N. Y. It has been designed 
for rapid examinations and 
measurements of surface char- 
acteristics and is small, portable 
and rugged. The microscope 
may also be used by salesmen 
in pointing out minute details 
of construction or perfections 
in finish, as well as other fine 
points, which can not be seen 
by the unaided eye. It magni- 
fies forty times, has a field up 


to 7/32 inch, is self illumin- 
ating and has a scale in the 
eyepiece, calibrated in thou- 
sandths. Instrument is 734 





inches high, weighs one and | 
one half pounds and is finished f[ 
in black enamel and chromium 
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15,000 Dozen (180,000)!!! 
Celebrated “HAMMER BRAND” 
Pocket Knives 


Standard as Highest Quality American 
goods for over 80 years! 











Latest and Most Popular Designs 
Will Be Sold at Unrestricted Public Sale 


gap TUESDAY, SEPTEMBER 16th, at 1.30P.M.! 


At BISSELLS, 133 Greene St., New York 


Regular Early Fall Trade Sale of 
Pocket Knives : Made by a Wholesale Auctioneers 
New York Knife Co., Walden, N. Y. 133-135 Greene St. 
Samples on Exhibition After Sept. 10th 
Will Be Offered in Lots of 3-6-12 Dozen and Upwards 


E. BISSELL & COMPANY 


New York 




















Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 


Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and ——. 
Chain Hardware Stores in United States and Canada. 
5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores bern Sa eg and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
rting Goods Distributors. 

ail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware olesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners — Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
aleo a helpful guide for salesmen's calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more 

10, — and corrections, and these all appear in the 


Tenth 

Published annually, $15.00 postpaid 
Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 














A Spring Hinge of Quality 


The “Ajax” 









Type 3001 


Sell your customers Spring Hinges of Quality. 


It costs the Builder no more to apply a quality hinge 
than one of inferior grade, which may not give satisfac- 
tion. A Dealer increases his profits by selling quality 
merchandise and assures his customer greater satisfac- 
tion. 

Send for literature describing important features of 
the “Ajax” which are strong selling points. 


~-(GHICAGO) - 
SPRING HINGES 


Chicago Spring Hinge Company. 
CHICAGO NEW YORK 
U.S. A. 
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She Perfect Sealing 


Combination 





rae 


BOTTLE CAPPER. 
and BOTTLE CAPS 


Pyramid Bottle Caps and 
the Pyramid Bottle Cap- 
per are being advertised 
nationally this season. 
You will make many prof- 
itable sales by displaying 
them in their attractive 
containers. 


CROWN CORK & SEAL CO. - BALTIMORE, MD. 
World’s Largest Makers of Bottle Caps 
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ABC Washing Machines 


Altorfer Bros. Co., Peoria, Ill, has an- 
nounced the ABC Playmayd washer with 
Briggs & Stratton Blue Flash gasoline motor, 
to retail for the. suggested retail selling price 
of $129.50. It has a two toned porcelain 
tub. Equipment includes new balloon roll 
water rollers, foot lever for easy starting, 
six fin polished agitator and sealed in me- 


chanism 





Empire Electric Flat lron 


Metal Ware Corp., Two Rivers, 
Wis., offers the new Empire electric 
flat iron, with long point, enabling 
it to reach into corners and under 
ruffles. It is heavily nickel plated 
and has an attractively designed, 
broad heel plate, eliminating use 
of a stand. Iron has specially de- 
signed element uniformly dis- 
tributing the heat to the very tip, 
according to the manufacturer. It 
is equipped with 6 foot cord and 
standard plugs. List price is $5.00. 
Discounts of 40% are allowed for 
standard package quantities and 
35% for less than standard package quantities. 





Robbins & Myers Ace Trolley 


The Ace line of 
trolleys, in plain and 
geared types, ranging 
from % to 20 ton 
capacity has recently 
been announced by 
the Hoist and Crane 
Division of Robbins 
G Myers, Inc, 
Springfield, Ohio. 
They have heavy 
ribbed cast _ steel 
frame, capable of tak- 
ing severe overload 
without distortion, 
chilled and crowned 
trolley wheels of 
same analysis as 
Standard Chilled Iron R. R. car wheels and exclusive R & M com- 
bination of eight Timken and four Hyatt roller bearings, providing for 
all radial and thrust loads, eliminating guide roller friction when trolley 
is used on monorail beams. All bearings are rendered dust proof by 
fully protective design. Vertical guide rollers rotating on Hyatt dust 
proof roller bearings bear against edge of | beam flange on curves, 
permitting use of trolley on extremely small radius curves. Other 
features are safety lugs and wheel guards, axle studs drilled for Zerk 
Alemite lubrication, felt washers on both sides of trolley and double 
aluminum finish, applied throughout. The smaller sizes of the Ace 
trolley are adjustable to seven |-beam sizes. Crowned wheel design 
permits trolley operation on Bethlehem and other special beams within 
standard flange limits. Bulletin 5025 covers the complete line of Ace 
Trolleys. 
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& EDLUND % 


EGG BEATER 4 
Made by the Manufacturers of 
EDLUND CAN OPENERS 


Easy to operate— 
smooth running—beats 
freely. Unusually 
strong—precision 
made — a guaranteed 
product. A quality item 
at a popular price. At- 
tractively made and 
packed for quick re- 
sale. 





Write for 
prices and samples 


Other lines include the famous 


EDLUND ‘ga?® CAN OPENERS 
HOUSEHOLD 


EDLUND JUNIOR 


EDLUND COMPANY 


BURLINGTON, VERMONT 


NDIANA 
X-tra Quality 
SHOVEIS 











Yes sir, INDIANA 
Shovels are on the map. 
Good steel and honest con- 
struction put them there. 
Strike the blade—it has 
ring and life and long wear 
built right into it. And 
how they MOVE. 


Ask your jobber. 


The Ingersoll Steel & 
Dise Co. 


Successor to 
The Indiana Rolling Mill Co. 


Newcastle, Indiana 























Style N 


CAROLUS CUTTERS 


The Style N is the lar Bolt Cutter with the added Ena 
Cut, and also the Nut tter, making a 3 in ‘1 Tool. You 
can also obtain Carolus Cutters in Style A, S Cut; also 
Style B, Straight and End Cut. Steel Plates hold Jaws id. 
Made in SIX SIZES and THREE STYLES. Why not Buy 
the Best Time-Saving Tools? 

If your Jobber cannot supply you, write us direct for 

eraturé and Prices. 


CAROLUS MFG. CO. Sterling, Ill. 
Sales Representatives—Surpless, Dunn & Co. 
NEW YORK, CHICAGO 








Are These House Numbers 
on Your Counter? 


If they’re not—you’re missing a steady source of 
profit. Premax Deluxe House Numbers—especially 
when displayed in the counter box—sell throughout 
the summer and fall. Practically every home 
owner a prospective buyer. They're priced to give 
you maximum profit—without selling effort. Made 
of pure aluminum—with baked-on, black enamel 
background. Gracefully designed, non-reflecting 
and easily readable under any light condition. 
Their gleaming surfaces cannot be dulled by the 
most severe weather conditions. The ideal line of 
——"e for your store. See your jobber or write 
direct to 


PREMAX PRODUCTS, INC. 





This Is The 


eluxe 
Embossed Alumi- 
num with heavy 
black enamel. 


styles in both 
brass and alumi- 





num. Write. 240 Tenth St., Niagara Falls, N. Y. 





PREMAX De/uxe HOUSE NUMBERS 











Plenty of Merchandise— 
But no MERCHANDISING 


Methods of 1910 are as futile as merchandise of 1910. 
Present day conditions and competition absolutely re- 
quire modern merchandising methods. Heller has 
helped thousands of hardware men to keep up with the 
parade—has helped them out of the red and into the 
black—out of loss into profit. 


The Heller organization is composed of specialists in 
hardware merchandising. They are masters of store 
arrangement, and the science of display. They can 
show you a whole new bag of tricks to increase sales 
and profits. 


Send for Heller’s Reference Book 28A. It will give you 


many valuable ideas. 


sc: HELLER = 

Building Equipment 

SIGN IN THE MARGIN W. C. HELLER & CO. 
Tear out this ad 700 Bryant St., Montpeller, Ohie 
and mail today. N. Y. Office: 20 Vesey St., Sulte 500 
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WAGON HARDWARE 
A Complete Line 








you can greatly simplify 

your buying by getting 

all wagon hardware from 

the Hall Manufacturing Com- : 

pany. We make 

a complete line of 
wagon repair parts including steel clevises, 
end-gates, strap-bolts, wagon-rack iron, etc. 

And every item of Hall Wagon hardware 

you sell not only means a satisfied cus- 

tomer but a worth-while profit for you. 
Do you have our catalog? Better write 
for it at once. 


HALL MANUFACTURING CO., Cedar Rapids, ta. 
















CTT 





rosa 
CUO 


















) Write for Free Catalo 


g of Trade building items 






PELOUZE 
New Household Scale 
DE LUXE 


Capacity 24 pounds by 
ounces. Artistically de- 
signed. Sturdy, compact 
construction. Beautifully 
enameled in the choice of 
several colors. Double up- 
right supports. Invalu- 
able to every household. 
Order early through your 
jobber. 

PELOUZE MANUFACTURING CO. 
282 East Ohiec Street, Chicago 


Manufacturers of reliable scales 
many purpeses. Send for 


Specify “PELOUZE” in ordering of your jobber 













Ne. E80—Enemel Dial 
T-80 with Seoop 
Ne. G80—Glass Dial 







for 
5. 






Sarery Fou 
an Opener 





ITS A WINNER ! 


Another Vaughan Hit! A little giant can opener that 
cuts the top out of all sizes and shapes of cans wi.h 
ease and saves the juices. 
8 Exelusive Features of Safety Roll 
Cuts clean, leaving a safety curled edge. 
Operates with ease and smoothness. 
— all cans, large or small, round, square or 
oval. 
Will not shave or splinter edges of can. 
Cutter is made of high grade tool steel. 
a finished—all parts polished and nickel / 
a‘ed. 









Pa SMe coro 





Internationally advertised to create a demand. 
Startling low price. 

A wonderful kitchen tool and _ sure-profitable-seller. 
Free sample and prices sent on request to rated firms. 


VAUGHAN NOVELTY MFG. CO. 


Manufacturers of Quality Kitehen Tools 
3211 Carroll Avenue Chieago, U. 8. A. 


“Safety Roll” is the 
new trade name for 
the Vaughan “Kleen 
Kut’”’ Opener in- 
troduced in January. 
Only the name is 
changed. je Qual- 
ity—Same Price. 






















Sales building features 
backed up by prices. A 
real turnover line. 
Write for cata- 
log and new 











fe) 
Oler. racks 


wire baskets 
UNION STEEL PRODUCTS CO. 


ALBION, MICHIGAN 











Beating a Path to the Door 
By JOHN C. ARMSTRONG 
Donovan-Armstrong, Philadelphia 

LMOST every day I meet somebody who assures 
A me that chain-store success is built on price. 
And nearly every day I hear some little story 
that makes me skeptical about the assurance so repeat- 
edly given that price is the real reason for consumer 
appreciation expressed as it is in annual sales volumes 
running into hundreds of millions of dollars. 

The latest story is another “mouse-trap” story. It 
is told by a hardware manufacturing executive. For a 
mouse trap he naturally turned to his community hard- 
ware store. Two clerks searched the stock. Certainly, 
we have mouse traps. Just a moment, please. The 
moments grew into minutes and the minutes into a 
quarter-hour. Other customers waited. The hardware 
manufacturer was sorry for them. Sorry, too, for the 
hardware clerks. Thanks; they were busy, he could see: 
he would not bother them any longer. 

Later the hardware manufacturer bought his mouse 
trap, the transaction taking ten seconds—over the coun- 
ter of a chain store! He tells the story thoughtfully— 
very thoughtfully. And apparently his thoughts are far 
away from price. 


No. 21 Banner Junior Electric Heater 


The Carborundum Co., Niagara 
Falls, N. Y., manufactures the No. 
21 Banner Junior electric heater, 
equipped with the Globar non- 
metallic heating element. It is of 
660 watt capacity, measures 13 
inches high, 11 inches wide, overall, 
and the base is 7 inches in diam- 
eter. Heater is finished in bright 
green. It is of graceful design 
and may be hung from the wall 
or placed on the floor, to operate 
from light socket or wall plug. 
Heater is fitted with Globar spring 
terminals, enabling the quick re- 
placement of the element. This 
heater is offered to dealers for 
$3.34, in less than dozen quantities 
and $3.25 each, in quantities of one dozen or more. 
selling price is $5.00 





Suggested retail 





Oven and Hot Plate Combination 


Superior Electric Products Corp., 1300 S. 
13th St., St. Louis, Mo., offers oven and hot 
plate combination, No. 50, with removable 
oven. Either part may be purchased sepa- 
rately. It is 12 inches wide, 12 inches deep 
and 16% inches high. Stove is of hard 
black baked japan finished steel of extra 
heavy grade. Wiring in stove is of heavy 
duty type, heavily enclosed. Element is of 
Nichrome, two heat type, mounted on super- 
quality porcelain plate. High heat is 850 
watts, low is 390 watts. It is 5'4- inches 
high and has three terminal pin heat control 
Oven is constructed of quality heavy weight 
‘blue steel. It is fully insulated with asbestos 
and lined with non-rust special alloy tin on the inside. Door is non- 
sagging type, with large clear vision glass. Oven stands 11 inches high 
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DELTING 


ULTLES 
ASTERS 


FAULTLESS CASTER COMPANY 





Pivot Bearing, Grip Neck, Ball 
Bearing, Truck Casters, Institution, 
Ete. 


EVANSVILLE. INDIANA. 


Canadian Factory: Stratford, Ontario 











& SESSIONS CO. 


CLEVELAND, OHIO 





Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 
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ARMSTRONG BROS. 
Knife Blade Cutter Wheels 


Carefully machined from selected Alloy Tool 
Steel, heat treated, hardened and oil tem- 
pered, these improved design (Knife Blade) 
cutter wheels cut much faster, require less 
power and last longer than ordinary wheels. 


Smooth or Knurled Edge 
These wheels can be bought at all leading 
supply houses for all makes of pipe cutters. 
Made with smooth or knurled edges. 


Write today for Cateleog P-10, 
showing and describing ARM- 
STKONG BROS. LAne of Better 
Pipe Tools. 











Armstrong Bros. Tool Co. 
“The Tool Holder People’ 
314 N. Francisco Ave., Chicago, U.S.A. 











—— 


“Imperial Mailtainer’’ 











This strong combination of 
wrought iron, wrought brass 
and heavy galvanized steel is 
both an ornament and a utility 
for any home seeking distinc- 
tion. The best of our big line; 
rust-proof and offered in five 
new finishes. Write for full 
particulars. 





Chicago Salesroom, 1496 Merchandise Mart. 


FULTON LIN 
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PATENT NOVELTY COMPANY 


FULTON tht 


INOIS © 


op. oS 
WELDING COMPOUND 
IS THE BLACKSMITH’S 
BEST FRIEND 
Its Use Enables 


Him to Weld Steel 
as Easily as Iron 
IT HAS NO EQUAL 
Manufactured by 


ANTI-BORAX COMPOUND CoO. 
FORT WAYNE, IND. 











SOLDERING LUGS— 


All Styles, Sizes, Quantities 


SEAMLESS TUBING— 


Lengths and Coils 


We want to quote where quality cousts 











Here It Is! 


Original Desolvo 
Cold Water Pipe Cleaner 
STRONGEST MADE 
Now Offered at Popular 


Price 
MORE PROFIT FOR YOU 
Every Can Guaranteed 
DESOLVO HAS NO 
EQUAL 








Get It from Your Jobber. 
MANUFACTURED Refuse Substitutes | 


THE CHAMBERLAIN CO., Pittsburgh, Pa. 
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LAMPS 


Licensed Under Ceneral Electric Company's 
Incandescent Lamp Patents 
Sylvania Lamps and Radio Tubes. 
Both of Emporium, Pennsylvania. 
Both are builders of consistent 
profit. Write for details about 


them. 
Sylvania. 

fs, RADIO TUBES 

Licensed Under Radio Tube Patents of 


General Electric Co., Westinghouse Electric 
Peerless Handcuffs Prevent 


& Mfg. Co. and Radio Corp. of America. 
‘Such a Scene as This 


The officer finds that one of 
the handcuffs (old style) has 
become locked in his pocket. 
What a predicament! 





















Weient 12 Ounces 
SwiVELED =—-sSwivELED 











Peerless Handcuffs are so 
constructed that they never 
can become locked in the 
pocket. Sell Peerless pro- 
tection. Write to— 


Peerless Handcuff Co. 
Springfield, Mass. 


FREE 


The sign of the 
master locksmith 
who cuts keys with 
the Segal Rectify- 
ing Cutter. 














COLORED 
METAL KEY 
SIGN 
Actual Size 











Segal Lock & Hardware Co. 


12 Warren St., New York City 

Jimmy- i Cos 
Proof — 
— request 











Shallow Well 
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Water System. 
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ALL STEEL 
Sell This Pattern for Heavy Work 


Hard nuts and tough jobs are easily conquered 
with this sturdy, dependable COES Wrench. 

It has the “stuff” that counts. 7 sizes: 6 to 21 
inches. Ask your jobber. 


BEMIS & CALL CO., Springfield, Mass. 





SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Nate) = an OO). 0D. 


SAMSON SPOT, PHOENIX and SACHEM brands 
each the standard of quality forits particular use. 


There IS a Difference in Sash Cord”’ 
OTHER_LBRAIDED CORDS* COTTON TWINES 


Send for catalogue, . imples and selling information 
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THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warchouses—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohio. 








Cap’n Mark says: 


“If I were a-sellin’ Rope, I’d 
certainly sell Columbian Tape- 
Marked. It is waterproofed, 
guaranteed and has more real 
good sellin’ points than any 
rope I know of—and it more’n 
measures up to them.” 
Write our nearest branch for 
any information 
Columbian Rope Company 


352-80 Genesee Street 
Auburn, N. Y. “The Cordage City’ 





Branches :— 
New York Chicago Boston New Orleans 








Philadelphia 














BE IALEREM PRODUCTS 





OF INTEREST TO THE HARDWARE DEALER 
BOLTS—NUTS—RIVETS 


WIRE—Barbed, Barbless, Twisted; Processed, Bright, Galvanized; Bale Ties. 
NAILS—Cement-coated, Bright, Blued, Galvanized, Staples. 


CAMBRIA FENCE & BETHLEHEM STEEL FENCE POSTS 


, 

BETHLEHEM STEEL COMPANY, General Offices, Bethlehem, Pa. 
District Offices: New York, Boston, Philadelphia, Baltimore, Washington, Atlanta, 
Pittsburgh, Buffalo, Cleveland, Cincinnati, Detroit, Chicago, St. Louis. 
Pacific Coast Distributor: Pacific Coast Steel Corporation, San Francisco, Los Angeles, 
Portland, Seattle, Honolulu. 

















saa arreeeanes BROTHERS 
Hardware Cloth 


Made from best Open Hearth 
Steel, full gauge wire galvan- 
ized AFTER woven. Every 
operation controlled by us. 


Standard widths, six inch steps, 
12 to 48 in. 50 and 100 lineal 
ft. rolls. 


Ask Your Jobber. 














BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 






ore past! 


Cea ey 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 


Sample free 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 





HARDWARE MAN, 36 years old, has wife and two children, fifteen 
years’ hardware experience, two years in office large factory, four years 
on road same firm, covering seven southeastern states. Past six years 
manager store employing as many as forty people doing retail hardware 
business of more than half million dollars some years, where he controlled 
buying and selling with full authority over employees. Officer State 
Hardware Association past three years, is now open for proposition, good 
references and invites fullest investigation. Address Box 1-909, care of 
Harpware AcE, New York City. 





AVAILABLE—SALES MANAGER, Factory Supervisor, Standard 
Cost Engineer, Credits and Collections, Now General Manager metal 
product sold direct to retail trade, foreign and domestic. College man, 
good address, executive of ability who can measure to present keen com- 
petition and prove a real asset. Address Box I-919, care of HARDWARE 
Ace, New York City. 





YOUNG MAN, 25 years old, single, desires a permanent connection 
with wholesale or retail concern. Eight years’ experience in the hardware 
retail field. Will accept position with reliable firm only, available after 
September 5. Have chauffeur’s license. Prefer New York City or vicinity. 
Address Box 1-931, care of Harpware Ace, New York City. 





POSITION WANTED in Chicago or Illinois by married man as Sales- 
man, Manager or Assistant Manager in retail hardware store. 15 years’ ex- 
perience in hardware, housefurnishing and paint lines. At present em- 
ployed but desires better position. Best of reference furnished. Address 
Box I-924, care of Harpware AcE, New York City. 


SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Limes.........csccscccsceccccess $3.00 
1-Inch Box Display........... 00 


Four Consecutive Insertions, 10 Per Cent Discount 


ee ee 5. 








Wanted by an old established and highly rated factory: 
Salesman accustomed to earning five thousand per year. Familiar with build- 
ing resale organizations and having following with the retail hardware trade, 
department stores and jobbers. Man who has car willing to carry samples and 
merchandising material. : 

For this man we have an excellent proposition. 

In reply state age, married or single, experience and territory traveled. See 
full page advertisement this issue.. KEWASKUM ALUMINUM COMPANY. 











SELLING ORGANIZATION WITH ESTABLISHED REPUTATION 
in the Hardware Industry to represent us with a line of Builders’ 
Hardware Specialties to the Jobber, Dealer and Kindred Distributors. 
We are established from coast to coast but need contact men on a 
commission basis. You will be backed by a thorough advertising 
campaign which must have your diligent cooperation. Details as to 
your territory and present connections must be in your reply. Have you 
warehousing facilities? Organizations with limited territory who are 
able to concentrate, preferred. Your reply will be held in strict con- 
fidence. Address Box I-913, care of Harpwake Ace, New York City. | 
~ 








RETAIL Hardware Man 15 years’ experience Shelf and Builders’ 
Hardware, tools and paints, desires a permanent connection in or near 
New York City. References. Address Box I-926, care of HARDWARE AGE, 
New York City. 





THOROUGHLY experienced Builders’ Hardware man, desires to repre- 
sent a manufacturer, also capable of taking charge of Builders’ Hardware 
Department of retail store. Address Box I-912, care of HarpWaRE AGE, 
New York City. 





HELP WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 





WANTED—By retail hardware store in Southern New Jersey, experi- 
enced young man as assistant. Must be honest and energetic. Position 
permanent. Apply by letter stating experience and salary expected. Ad- 
dress. Box 1-929, care of Harpdare AGE, New York City. 





WANTED—Manager for retail hardware store in town of 15,000 popu- 
lation, good farming district surrounding. Must possess pep and per- 
sonality. Wonderful opportunity for right man. Address Box I-925, care 
of Harpware AcE, New York City. 





BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five Limes.........c.sccecescseeeeeee++ $3.00 
l-Inch Box Display..........22e005 5.00 
Four Consecutive Insertions, 10 Per Cent Discount 








FOR RENT 


Terms to suit tenant. 400-402 West Franklin Street, N. W. cor. 
Franklin & Eutaw, Baltimore, Maryland. 40 ft. x 90 ft. 4-story 
modern building, electric elevator, etc. Pi i D ber, 1930. 
This property has been a prominent and successful hardware store 
for nearly 70 years. Present tenant's principal reason for moving— 
has purchased larger property 2 doors west of property, nothing like 
as well located. Apply PIERRE C. DUGAN & NEPHEW, 520 North 
Charles St., Baltimore, Md. 

















FOR SALE—Retail hardware business to close estate, commuting town 
in northern New Jersey 20 miles from New York City. Sacrifice $13,000 
pe Ny buyer. Address Box I-918, care of HArpware Ace, New 

or ity. 





FOR SALE—Retail hardware business in town of 12,000 to 15,000 
pulation, center of prosperous farming district, modern equipment. 
argain for quick buyer. Reason for selling to devote time to other in- 
terests. Address Box I-927, care of Harpware Ace, New York City. 





GREAT opportunity to make money for man with initiative and capital. 
Combination window fastener and protector. Sure seller. Very attrac- 
tive net profit. Patent granted. Communicate with I. KLEDN, 141 East 
91st Street, Brooklyn, N. Y 





_ STOCK cabinets for sale cheap as result of business liquidation. Draw- 
ings, prices and other details cheerfully furnished on request. LOUIS A. 
WINNE, 802 W. 28th Street, Wilmington, Del. 





OWNER will exchange San Diego, California or Oregon income prop- 
erty for hardware store in one of Western States. Will assume. Ad- 
dress Box I-915, care of Harpware Acz, New York City. 





Sales Representatives Wanted 


An experienced Salesman to sell Nationally known 
builders’ line. Bricklayers, Carpenters and Plasterers’ 
tools. Commission basis. Give references and state ex- 
periences. Address Box I-921, Care of Hardware Age, 
New York City. 














NATIONALLY known manufacturer has openings for sales represen- 
tatives calling on retail hardware and implement dealers in Texas, Okla- 
homa, Missouri, Illinois, Ohio and West Coast States. ‘Line thoroughly 
established with dealers. Profitable repeat sales assured. Give references 
and sales experience in first reply. Address Box I-930, care of HARDWARE 
AcE, New York City. 





MANUFACTURER of Kitchen Cutlery, established many years, wants 
whole or part time salesman for Middle West territory. Must have 
acquaintance with Jobbers, Large City Retailers and Premium users. 
Give all information necessary to sell yourself in first letter. All replies 
will be held in strict confidence. Address Box I-908, care of HARDWARE 
Ace, New York City. 





WANTED—SALESMEN to call on House Furnishing Hardware and 
Department Store Trade to carry established line of Bathroom Fixtures 
and Accessories in the Eastern, Middle Western and Southern States as 
a side line. Address Box I-920, care of HArpware Ace, New York City. 


SALES ACCOUNTS WANTED 


Set Solid, Minimum of Five Lines.......scceccccccscessesees $3.00 
Iclmoh Bon Dieplay..ccccccccccccccccccccccccccsvecescccce 5.00 
Four Consecutive Insertions, 10 Per Cent Disccunt. 








A well established manufacturers’ agent working Texas, Louisiana. 
Oklahoma and Arkansas would entertain a proposition on one or more 
volume lines. The agency has the experience, organization and funds 
necessary to explo‘t any volume line. References, Bradstreet and Dun. 
Outline of products manufactured must accompany first letter. Address 
Box I-928, care of HarpwAre AGE, New York City. 





FACTORY REPRESENTATIVE, young man with twelve years road, 
and three years sales executive experience, open for an additional high 
quality line to jobbing trade, Mid-West territory, commission or salary basis. 
— established. Address Box I-906, care of Harpware Ace, New York 

ity. 





TRAVELLED State of Texas several years selling the General and 
Builders’ Hardware Trade. Want meritorious line. Salary or Commission 
basis. Address Box I-923, care of HArpware AGE, New York City. 





SALESMAN working the State of Washington desires connection as 
salesman or Manufacturing representative of lawnmowers, padlocks, bicycles, 
— — or other line. Address HARDWARE, 4132 Ashworth Ave., 

eattle, Wash. 











LET US Help You Word Your “Want.” 
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INDEX TO ADVERTISERS 

















THE ADVERTISERS INDEX is published as a convenience and not as @ part of the advertising contract. Every 


care will be taken to index correctly. 
No allowance will be made for errors or failure to inse 
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A little giant —safe, 
efficient aud fool- 


— easy to install 


HAND POWER 
ELEVATORS 


These smooth running 
Kimball machines of 
which there are thou- 
sands in successful op- 
eration come _ sawed, 
drilled and equipped 
with all fittings ready 
for instant installation 
by anyone handy with 
saw and hammer. 

Roller bearings and 
high leverage ratio 
make this one of the 
smoothest, fastest hand 
power machines on the 
market... ccneces 
Write for Hand Power 

Elevator Folder. 


Kimball Bros.Co. 


Builders of Elevators for 46 Years 
1117-41 South Ninth St. 
Council Bluffs, Iowa 
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To Save 
Furniture 
Floors 

Rugs 





To Create 
Quiet 


10¢ set of 4 


INSIST ON GENUINE 


DOMES of SILENCE 


Sizes to fit on all furniture. 
Cost dealer $9 per gross sets, sell for $14.40. 


If your Jobber cannot supply you— 
write us direct. 





We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, Radio Felt Feet, 
Insulated Slides, etc. 


DOMES of SILENCE, INC. 


35 Pearl Street New York City 








What isa 


Customer Worth? 


HERE are only two ways to increase your volume of 

business. The first is to develop the business of each 

customer so that he buys more goods from you. The 
second is to increase your number of customers. 


One way to do this is by offering them the opportunity 
to find out exactly what they weigh without the necessity 
of fumbling around for a penny or feeling that you ex- 
pect a profit—no a how small—whenever they do get 

weighed. 


On the front-of the scale pictured is a 

Zz neat transfer calling attention to the fact 

that free weight is given with the compli- 

\ ments of the store. With each scale is 

! packed an attractive card for use in win- 

dow or on the counter. This card says, 

“Free Wate With Our Compliments On 

ee Automatic Scale. Just Step 
We | bed 


A hardware store which used this scale 
wrote us that it had developed several 
dozen new: customers from those who 
came into the store to get weighed free 
and developed the habit of coming in 
every few days for the same purpose. 


If you are interested in building cus- 
tomers for your store, please ask us to 
send you complete bulletin on this scale 
and quote a PRICE that will open your 
eyes. 























Hanson Scale Company 
525 N. Ada St., Chicago 





















Neither paint nor paper 
can cover a bad wall. For 
perfect repair work you 
can safely recommend 
Pecora Perfect Patching 
Plaster. Will not shrink, 
inexpensive. 242, 5, 8, 
and 15-lb. cartons. Write 
for sample and prices. 
Pecora Paint Company, 
4th Street and Glenwood 
Ave., Philadelphia, Pa. 
Established 1862 by 
Smith Bowen. 
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BULLDOG HODELL SAMSON CLEVELAND 


A COMPLETE LINE 


For Every Purpose 


| Cow ties @ Pump chain @ Halter chains @ Kennel chains ®@ Tie- | | 
| out chains @ Implement chains @ Sash chain @ Porch swing | 


| sities @ Dog chains @ Dog leads © Garage Hardware chain Hi 
































te at the famous Hodell CHAINSTORE 


shown at the right. See how compactly it 


will hold your COMPLETE line of Hodell Chain, 
in only 212 square feet of floor space. Put it 
in your store and many a customer will buy 
who might otherwise forget. 

WHS SHAR) PRODVVETS £9 


Cooper Avenue and Penna R.R. : Cleveland, Ohio 
ESTABLISHED 1886 


THE CHAIN PRODUCTS COMPANY, Cooper Avenue and Penna. R.R., Cleveland, Ohio 
Please send me complete information on Hodell Chain. 


Name 
Address__ 
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THe BRUSH ° 
CONSUMERS 





, om brush the public knows is the brush the 
public buys. That’s why Wooster dealers can sell 
more new customers—and hold old customers—with 
less effort, less time and smaller investments. 


‘“¢Ted the Tester’’ and “‘ Foss-set’’ trade marks are 
like old familiar faces to brush users, the country 
over. A dealer who displays these well known Trade 
Marked Brushes needs no introduction to the hun- 
dreds who gladly pay an honest price for brushes of 
recognized quality. 


A DOUBLE-BARRELED CAMPAICN. 


Month after month, millions of freshly printed copies 
of The Saturday Evening Post, Collier’s, Popular 
Science Monthly and Painters’ Journals carry the 
Wooster story : “‘Bristles can’t come out!” “Bristles 


can’t come out!’’ Greater still in scope is the far- 

reaching word-of-mouth campaign, growing out of piaelecnaeedienta titans nea etd “eon 
the sheer satisfaction in using a Wooster Brush, Se ee ee 
that makes painter tel! painter and consumer tell 
consumer, ‘‘There is no substitute for Wooster 


quality.”’ 


if you sell Wooster Brushes your cash register tells you the 
value of Wooster popularity — if not, you owe it to yourself 
to investigate this money making line at once. Become a 
registered Wooster dealer! 





The Weester Brush Company, Wooster, Obie 
REGISTER| We handle a representative line of Wooster Brushes. 
Now Please put our name on the Registered Wooster 

Dealer list to receive the ‘“‘Brushmaking Story’’ and 
all ‘‘Sales Helps’’ as issued, without eharge. 











Send for the ‘“‘Brushmaking Story’’ and the valuable “Sales 


Helps” which we supply to progressive dealers. a 2 





